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‘\XALTOLIDE NAEF is the most 


highly developed, purest and strongest fixative 
body of a Musk-Ambergris character yet pro- 
duced. It is distinguished by its power of diffusion 
and “exaltation”. 


EVELOPED in the Geneva laboratories of M. 
D Noef & Company over a period of the past 
ten years, EXALTOLIDE is offered at a price that 
allows its use in practically any toilet preparation. 


ESIGNED primarily as the ideal fixative 

for perfume extracts, we now recommend 

EXALTOLIDE for use to equal advantage in your 
scents for powders, creams and lotions. 


M* we send you a sample with complete 


recommendations for its application in 





your particular preparation? 


UNGERER & CO. 


13-15 WEST 20TH STREET + NEW YORK 
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VELIZAR BAGAROFF 
OTTO of ROSE - 


Velizar Bagaroff Otto of Rose is again available 
in all markets under his own label. 


This quality product is especially worthy of 


your consideration. 
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“ANDATWOOD O% 


Distilled at our Linden, N. J., Plant from Santalum Album (Linne) 


Leading Perfumers agree that no natural or 
synthetic material can satisfactorily replace 
Genuine Mysore Oil. Distilled and offered in 
original sealed and serially numbered containers 


by— 


Sole Agents for the United States 
W. J. BUSH & CO., Inc., New York 


Sole Agents for Canada 
W. J. BUSH & CO. (Canada) Ltd., Montreal 


Our universally esteemed Trade Mark: 


“J Ofpefte Sffence Diftif(ers” 


indicates long experience in the scientific distillation of Essential 
Oils, and is recognized as a guarantee of their supreme quality today. 


W. J. BUSH « CO. 


INCORPORATED 


London - Mitcham - NEW YORK,N.Y. - Messina - Grasse 


February, 1936 l 
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ESTABLISHED 1845 


BATZOUROFF & 


SOFIA, BULGARIA 


Pume ITO OF ROSE 


MODERN DISTILLERIES AT : 


KARNARE KALOFER 
KARLOVO RAHMANLI 


SOLE DISTILLERS BY VACUUM PROCESS 


EXCLUSIVE AGENTS U.S. AND CANADA : 


GEORGE LUEDERS & Co. 
427-429 WASHINGTON Sr., NEW YORK 


BRANCHES 
CHICAGO-SAN FRANCISCO 
MONTREAL 
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pen geen pharmaceutical and 
toilet products manufacturers 
can obtain two-fold merchandising 
advantages through the use of in- 
dividually styled Bakelite Molded 
closures. An indelibly embossed 
trade-mark on the closure is both 
a lasting advertisement and a con- 
vincing evidence of genuineness in 
the contents of the package. Like 
the 
lends authenticity. 


signature on a document it 

An added advantage is found in 
the fact that there are many attrac- 
tive colors in Bakelite Molded from 
which to select. This makes it pos- 
sible for a manufacturer to secure 
BAKELITE 
BAKELITE 
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United States $3.00 a year; Canada and 





Signed and Sealed 


to protect buyer and product 


CORPORATION, 247 Park Avenue, New York, N.Y........... 
CORPORATION OF 
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Published monthly by Robbins Perfumer Company, 
Foreign $4.00. 


















an additional “trade-mark” value 
through adopting a distinctive color 
for bottle closures. 

Bakelite Molded closures assure 
a dependable seal to protect the 
quality and properties of products. 
Chemically inert and impervious to 
water and alcohol, these closures 
neither affect, 
the contents of containers. 


nor are affected by, 
Their 
unusual ease of removal and re- 
placement is an asset that builds 
customer goqd-will. 

For full information and sugges- 
tions, write for illustrated booklet 
6 C,“Restyling the Container to 
Increase Sales”. 





Bakelite Molded Closures by Anchor Cap & Closure Corp, 


Street, Chicago, Ill. 


Toronto, 


..43 East Ohio 


CANADA, LIMITED, 63 Street, Canada 
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Inc., 9 East 38th Street, 
Single copies 30¢. 








payable in advance: 
1935. 


Volume 32, No. 2. 
act of June 5, 


New York, N. Y. 
Acceptance under the 


Subscription rates, 
1934—authorized June 27, 
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OWENS -ILLINOIS 


Three of the twelve containers of the Classic 
line (Pat. No. 94824). The Brilliantine 
—the Wave-set—and the four ounce oblong. 


COMPLETE 


@ When the card on your desk says 
“representing Owens-Illinois Glass 
Company”, and its bearer is ushered in, 
you can devote time to him with con- 
fidence that it will be well worth while. 

This man comes to you with some- 
thing to say—one of the most interest- 
ing stories in the business world. A 
real story of service that every business 
executive concerned with packaged 
products cannot help but find helpful. 

The high-lights are these . . . Owens- 
Illinois, through its COMPLETE 
PACKAGING SERVICE, is qualified to 
shoulder your entire packaging prob- 
lem. Its services start with the design 
of the most suitable, most saleable 
container for your particular product. 
Include the development of harmoniz- 
ing label treatment. The selection of 
the most attractive cap, the most ef- 


fective protective liner. Providing the 
most satisfactory cases for shipment. 
Every detail, every phase of your pack- 
aging requirements are centered in 
one competent source when you deal 
with Owens-Illinois. 

And every phase of packaging pro- 
cedure is constantly checked through 
the Owens-Illinois Packaging Research 
Division. Its facilities are always avail- 
able to you for special services. Its 
endless efforts in the interest of those 
who pack in glass bring forth a constant 
stream of money-saving, time-saving 
developments. 

These are among the reasons you 
will find it well worth your while to sit 
down and listen to the story of the man 
who is “representing Owens-Illinois”. 

eee 
Owens-Illinois Glass Company, Toledo. 


PACKAGING SERVICE 
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®PINEOL 77 


Finest Pine Needle aroma. Adapted for all purposes. 
rOUNGS.. . ss «9 


@ PINEFORESTOL 


Specially adapted for Sachets and Powders. 
POUNDS 


SAMPLES UPON REQUEST 


SYNFLEUR 
SCIENTIFIC LABORATORIES, Inc. 
MONTICELLO » NEW YORK 


ATLANTA DETROIT PHILADELPHIA 





LEADERSHIP 


In aromatic chemicals, re- 
search and knowledge; in 
perfume specialties, creative 
ability and knowledge; in 
flavors, experience and 
knowledge. 


In every transaction, the will - ae 
to give the customer that MERICA’S 


which will help Azs sales. AROMATIC CHEMICAL 
INDUSTRYinNEW HIGH 


No longer do American manufacturers of 


In every contact, sincerity, 


helpfulness. 

In all things, integrity. aromatic chemicals fear foreign inroads. 
The better factories have found their own 

ways to produce qualities at least equal 

and sometimes superior to imported prod- 

ucts. This news comes at a_ fortunate 

time, when manufacturers of toilet preparations are considering their season’s supplies. Most 


of them will prefer American-made products which have now reached a new high in quality. 


Phenyl Ethyl Alcohol, Alpha Amyl Cinnamic Aldehyde, Citral, Ionones, Geraniol, Rho- 
dinol, Citronellol, Phenyl Ethyl Acetate, Methyl Cinnamate, Benzyl Cinnamate, Benzyl Sali- 
cylate, Linalool—and many others—are among the items whose new standards of excellence 


mark a real achievement in American enterprise. 


In our factory, we have worked night and day, in production and in research, to bring out 


these exceptional aromatics that will make any composition. 


Spend your dollar for chemicals, not customs duties. It will go further. Here at last are 


really fine aromatic chemicals awaiting your inspection. 


Send for samples. 
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Perfume A. C. will give you an 
entire line, a real thrill, a popular 
success, a modern note, a distinc- 
tive creation. Does it sound ex- 
pensive? It isn’t. The oil comes in 
5 grades—$100, $60, $40, $24, 
$12 per Ib. 


Opoponax S. S. is that subtle yet 
tenacious character that underlies 
some of the leading perfume and 
powder odors. Use it alone or in 
compositions. Also ask for the one 
for cream use; especially if you 
want to cover lanolin. Both are 
$20 per Ib. 


Lilac is April’s child, but now is a 
good time to select one. Lilacs like 
the breath of Spring are beloved 
by all. We offer an unusual selec- 
tion this year, at all prices, for all 





uses. Also original bouquets with 
lilac top note. 


Rose-de Mai reproduction of the 
exquisite French Rose Absolute. 
This remarkable oil at $36 per Ib. 
can be used to replace a goodly 
portion of the expensive Absolute 
in your compositions. <A _ great 
new resource for perfumers. 


Perrol of course. Spring wouldn’t 
be Spring without Perrol. It’s the 
original (and still the best) of the 
products made to bring out real 
floweriness in flower oils. It does 
just that when you add about 15% 
to your lily, rose, carnation, hy- 
acinth, etc. It can be used alone 
too, for a natural-smelling bouquet 
of flowers. 


Samples on request. These are just a few suggestions, 
We have many more —for Spring and all the year. 


van Ameringen-Haebler, Inc. 


Manufacturers and Importers of 


Aromatic Essentials 


{ Flavor Materials, Aromatic Chemicals 


Essential Oils, 


Perfume ST 


315 FOURTH AVENUE, NEW YORK 


180 North Wacker Drive, Chicago 438 W. 48th St., Los Angeles 42 Wellington Street, E., Toronto 


February, 1936 


Factory, Elizabeth, N. J. 


































“Service for the Manufacturing Trade Exclusively” 


Compacts 


REG. U.S. PAT. OFF 


: Powder Puffs 


ROUGE and POWDER coe 
A new development in sterilizing 


(More than 150 tints) puffs, keeping them actively anti- 
septic until washed, is being adopted 
by us. 


EYE SHADOW 
(All shades) 


This process is without doubt one 
of the most remarkable advances 
ever made in the textile field, and 
offers an assurance to the user of 


LIP ROUGE the puff that no matter how soiled 
and CREAM ROUGE it may be, it is still a clean puff 
bacteriologically. 
(All indelible shades ) 


Details on Request 


EYE BROW PENCILS 


WATERPROOF 
COSMETIQUES 


All our products guaranteed 
for chemical purity. For your 
further protection, Products 
Liability Insurance carried. 


OXZYN COMPANY 


‘ ; Canadian Offi 
New York Office In business since 1877 Daag 


103 Ottawa St. 
154- 11th Ave. Walkerville, Ont. 


Originators of Natural Rouges 
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ae in its fullest sense, can 


mean only one thing— putting your product into 















the hands of the consumer. A product in the store 
has only changed its point of warehousing. But a 

) g I g 
product in the home is a complete sale. 

If your problem is one of making these complete 
sales, our many years of experience in merchandis- 
ing package goods may help you find the answer. 

A letter to us will not obligate you. Merchandis- 
ing help is part of our service to manufacturers. 


AMERICAN CAN iia a en 


N. B. C. WJZ Network 


COMPANY BEN BERNIE “x42!- 


Sponsored by AMERICAN CAN COMPANY 
230 PARK AVENUE - NEW YORK 


February, 1936 


Improve the 
Appearance of Your Package 


with an attractive serviceable stock or 
specially designed 


Cap 


For perfumes, talcum and tooth powder, bath 

salts, etc. @Furnished in a variety of designs in 

fancy metal, plain brass, polished brass, nickel 

plated or in other metals. Our “Negative Finish” 

resists acids, alkalies and alcohol. Proven by 
laboratory tests. Available in most designs. We 
make laboratory tests to determine proper fin- 
ish if necessary. Samples and prices on request. 


BRASS GOODS MFG. CO. 


345 ELDERT STREET 
BROOKLYN,N.Y. 
Phone: FOxcroft 9—3900 


—43 M/M Bath Salt Cap No. 238 —15 M/M Talcum Can Top . 282*—24 M/M Screw Cap 
—35 M/M Sifter Top Cap No. 240 —14%, M/M Square Slip Cap . 291*—22 M/M Screw Cap 
—13 M/M Screw Cap No. 249 —144%4 M/M Screw Cap . 292 —28% M/M Flask Cap 
—154%4 M/M Screw Cap No. 250 —12 M/M x 23% M/M . 295 —13% M/M Slip Cap 
—44 M/M Fancy Bath Salt Cap Oval Slip Cap . 298*—38 M/M Talcum Cap, 
- 188 —23%4 M/M Talcum Can Top No. 251 —-15 M/M Screw Cap Sifter Top 
. 200 —28 M/M Sifter Top Cap No. 257 —12 M/M x 23% M/M . 300*—18 M/M Screw Cap 
.0200 —28 M/M One Piece Cap Oval Slip Cap . 317 —11 M/M Slotted Slip Cap 
- 215 —19% M/M Talcum Can Top No. 258 —40 M/M Bath Salt Cap . 323 —45 M/M Bath Salt Cap 
. 230 —13  M/M Screw Cap No. 264*—20 M/M Screw Cap . 324*—45 M/M Cream Jar Cap 
. 232 —13. M/M Screw Cap No. 267 —16 M/M Slip Cap Same design as No. 
. 234 —104%4 M/M Screw Cap No. 269 —44 M/M Bath Salt Cap 323. 
. 236 —19% M/M Slip Cap No. 281 —11 M/M Slip Cap . 327*—43_ M/M Same design as 


*FITS G. C. A. No. 400 GLASS FINISH No. 324. 
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OF ALL PERFUME ODORS 


The tremendous importance of rose in the perfumer’s art has been a spur to special research 


by the house of Verley for many years. ® Truly, rose is the universal harmonizer. In cos- 
metics, it blends to perfection with any perfume that may be worn. In perfumes, it ranks 
with Jasmine as an ingredient in almost any distinctive compound. ® The fruits of this spe- 
cial interest in rose are available to perfumers, in the proved, established ingredients and 


compositions created and perfected by Verley over a long period of time. Write for samples. 


ee ak ae ee ie ee ke ae 


Nerol Extra Pure—a superb ingredient of extreme chemical purity. 
for which the house of Verley has been known as headquarters for 
CePA Ltr MM te Eee a se By time la ad 


Rhodinol Rose Extra — another superb product in which the house 
oO CS ae Matt Me ak Mette Me 
nium Bourbon by our special process, it gives the true Red Rose 


fod Tet cea m 

Aldehyde C-11 (Undecylenique)—an indispensable Rose ingredient. 
Geraniol Palma Rosa “V" — If you have never tried this in- 
gredient in Rose compositions. you have a surprise in store. True, 
it is more expensive than ordinary Geraniol — but well worth 
the difference for the results to be achieved by its use. 


ALBERT VERLEY aumdalich 


ALBERT VERLEY, INC., 11 E. Austin Avenue, Chicago: 114 E. 25th Street, New York: Mefford Chemical Co., Los Angeles 
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Whatever Alcohol You Require, 
We Make The Best Of It 


Empire Distilling Corporation 


Yonkers, New York 
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GUARDIAN of QUALITY 


A coMPANY’S most precious possession 
is its product. Those responsible for its 
manufacture should regard it as they would 
a priceless treasure. Into its production 
should go only the finest materials and 
workmanship that modern science and 


human skill can produce. 


Many perfumers, conscious of their respon- 
sibility, take this wise precaution: they insist 
upon FRITZSCHE-made materials. Thus, they 
appoint us co-guardian of their product’s 
quality, and in so doing gain a degree of 


protection otherwise lacking. 


In this same capacity we are prepared—and 
qualified—to render you an outstanding 


service. 


FRITZSCHE BROTHERS, Inc 
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ILAC, because of its popularity and exceptional blendability, 
is one of the perfumers’ most valued and versatile aromatic 


materials. It is used, to some extent at least, in practically all 














of the modern type perfumes now in vogue, if not as the actual 


foundation odor, then more sparingly to provide a flowery 


a Ss 


background of subtle and appealing delicacy. 


To meet the demand for a more perfect lilac base we developed 
AVRYLLIS. It is that rare type of material which has every- 
thing to recommend it. Its simulation of the fragrance of 
living lilac is exact; its odor is intense and lasting; it will 
zy not stain, and finally, AVRYLLIS is most economical. Its 
three grades provide a range of price and applicability that 
should appeal immediately to every perfume and cosmetic 


manufacturer. 


Those interested in working out distinctive combinations of 
AVRYLLIS with other ingredients are urged to communicate 
with Dept. AP-362 for suggestions, samples and quotations. 


Y~ “Fragrance Creates Sales Appeal e 


- FRITZSCHE @ 7. - 
, UNC. 


816 WEST 8TH STREET LOS ANGELES, CAL. PORT AUTHORITY COMMERCE BLDG. 
Proprietors ot PARFUMERIES de SEILLANS Seillans, France 76 NINTH AVENUE, NEW YORK, N. Y. 
FRITZSCHE BROTHERS, of Canada, Ltd., 77-79 Jarvis St., Toronto, Canada 118 WEST OHIO ST. CHICAGO, ILL. 
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‘FIABL2ue * 


“J” HE art of fixation lies in the selection of those substances, which, when 
blended with the more volatile constituents of a perfume, will prevent 
their rapid evaporation and at the same time retain the predominating note of 
their fragrance. Suitable fixatives for any perfume may be selected from the 
following: 
LIQUID ABSOLUTE ESSENCES, F. B. 
LABDANUM ° ° ° ° ° ° : ° ° OAK MOSS 


Highly concentrated fixatives which contribute to the odor and increase lasting 


properties. 


SYNTHETIC FIXATIVES 


BENZOPHENONE BENZYL ISO EUGENOL MUSKS (AI Grades) 
BENZYLIDENACETONE CINNAMIC ALCOHOL ROSE CRYSTALS 


METHYL NAPHTHYL KETONE 
(Orange Crystals) 


ANIMAL FIXATIVES 


AMBERGRIS, GRAY, FINEST ABSOLUTE CIVET, F. B. MUSK TONQUIN 
CIVET, ABYSSINIAN, I GENUINE ABSOLUTE CASTOREUM, F. B. 


RESINOIDS, F. B. 


These extracted Gums, Resins and Balsams represent a superlative means of fixation. 


A complete series is available, but outstanding among these for finest perfume work are: 


LABDANUM PATCHOULY SANDALWOOD VETIVER 


DUROFIX, F. B. 


Especially recommended for soaps, both milled and liquid, and for bath salts. 


FRITZSCHE BROTHERS, Inc 


Port Authority Commerce Bldg. 
76 Ninth Ave., New York, N. Y. 


Branches 


ATLANTA, GA. BOSTON, MASS. CHICAGO, ILL. COLUMBUS, O. KANSAS CITY, MO 


70 East Lake Drive 250 Stuart Street 118 West Ohio Street 21 East State Street 2018 Guinotte Avenue 


NEW ORLEANS, LA. PHILADELPHIA, PA. LOS ANGELES, CAL. SAN FRANCISCO, CAL. 
813 Louisiana Building 400 Bulletin Building 816 West 8th Street 122 New Montgomery Street 


FRITZSCHE BROTHERS OF CANADA, Ltd. 
77-79 Jarvis Street, TORONTO, CANADA 


PARFUMERIES DE SEILLANS, SEILLANS (VAR), FRANCE 













EXT to the fresh-cut fruit 

itself—the flavor and 
aroma of Exchange Brand Oil 
of Lemon, U.S. P. 


These superior characteris- 
tics result from exclusive Ex- 
change methods. Exchange 
Brand Oil of Lemon, U.S.P., is 
100% cold pressed from rich 
California lemons by a process 
which includes clarification. 


Clarification removes un- 
wanted substances which 
cause sediment in extracts and 
impair the color, aroma and fla- 
vor of the oil. It is achieved 
without application of heat. So 
no desirable characteristic is 
lost. 


You get a clear extract im- 
mediately upon the addition of 
alcohol. No filtration. No delay. 
No waste. 


February, 1936 


Clarified! 


Make a 8% Solution of Lemon Oil in 95% 
Alcohol..Get a CLEAR Lemon Extract! 
NO CLOUD...NO SEDIMENT 
NO FILTRATION...NO WASTE 








Exchange Brand Oil of Lemon is made at 

Corona, California, in this new, modern, 

$750,000 plant—the largest and finest in 

the world devoted to the manufacture of 
Lemon products. 


And in extracts or “straight,” 
Exchange Brand Oil of Lemon, 
U.S. P., gives greater realism 
and stability of flavor and 
aroma to finished goods. It is 
standardized for uniformly fine 
performance. 









Best of all—it cuts your cost. 
Test it in actual use. Prove its 
quality — and its economy. 


gra Ne 
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OIL OF LEMON U. S. P. 


Sold to the American market exclusively by 


FRITZSCHE BROTHERS, Inc. 
76 Ninth Avenue .. . . New York City 


DODGE & OLCOTT COMPANY 
180 Varick Street . . New York City 
Distributors for 
CALIFORNIA FRUIT 
GROWERS EXCHANGE 
Products Department, Ontario, Calif. 


EXCHANGE LEMON PRODUCTS CO. 


(Producing Plant) - Corona, California 


INTRODUCING style No. 357, made in 14, 1, 2, 3, 
4, 6 & 8 oz. sizes. All in stock for immediate delivery. 


The wide range of sizes makes these attractive 
bottles available for Nail Polishes, Brilliantines, 
Lotions, Toilet Waters, etc. 


Supplied with or without caps. 


CARR-LOWREY GLASS CO. 


Factory and Main Office: BALTIMORE, MD. 
. 

NEW YORK OFFICE: 500 FIFTH AVE., Room 1427 

Telephone: CHickering 4-0592 


CHICAGO OFFICE: 1502 MERCHANDISE MART 
Telephone: WHitehall 4326 
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ANGE FLOWERS, Schimmel & Co. 


Faithfully reproduces the exquisite fragrance of 
the blossoms of Southern France at a distinct 
saving. 


ANGE FLOWERS, Schimmel & Co. 
TERPENELESS 
The aromatic quality of Orange Flowers plus in- 
creased solubility due to the removal of terpenes. 
Ideal for use in creams and lotions with low 
alcohol content. 


ROLI, Schimmel & Co. 


A powerful non-discoloring oil especially recom- 
mended for creams and powders. May be used 
with great economy replacing NeroliPetale Extra. 


ARADINE, Schimmel & Co. 


Sweet, mellow, tender, with a pleasant honey 
undertone. Very lasting. 


SCHIMMELSwe” 


601 West 26th Street, New York, N. Y. 
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BEAUTY PLUS 


PRACTICALITY 


EXTRA INSIDE FLAP 
e prevents powder 
sifting after breaking 


cellophane window 


c.'N. ROWELL CO., fac. 


BATAVIA . NEW YORK 


New York Office: Chicago Office: Hollywood, Cal., Office: Boston Office: 
SEWELL H. CORKRAN H. G. MacKAY C. H. E. DUNN H. P. TUCKER 

30 East 42nd Street 180 North Wacker Drive Guaranty Blde., 6331 Hollywood Blvd. 52 Chauncey Street 
Phone: MUrray Hill 2-3447 Phone: RANdolph 0934-0935 Phone: Hollywood 0111 Phone: Hancock 0398 


Atlanta Office: 
HASLETT McCOLLOUGH 
231 Healey Bldg. 


Detroit Office: H. E. BROWN 
7376 Grand River Ave. 
Phone: Euclid 2211 


St. Louis Office: The DICK DUNN CO. 


Merchandise Mart Bldg., 12th Blvd. & 
Spruce St. Phone: Central 3544 
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_ Alcohol Pure is especially tested for cosmetic 

manufacture . . . especially prepared to give your 
facial creams, hand creams, shaving creams and lipsticks 
that velvet smoothness which makes their application a 


delightful experience. 


Cetyl Alcohol Pure is made from Spermaceti . . . has 


GIVA 


DEtLA W AN N A i 
80 FIFTH AVENUE, 


TO GIVE YOUR 
CREAMS THAT 
VELVET SMOOTHNESS 


CETL 
ALCOHOL 
PURE 


therapeutic value in addition to its thickening qualities 

. requires no special “cautions” and no radical 
changes in your formulae. It's economical, too. A. 
little as 2° will produce excellent results in your 


product. 


Write us for a sample and further information. 


UDA 


N Cc . 


NEW YORK, N. Y. 
a 


Don't miss the IIth Drug & Chemical Dinner on March 19, 1936, at Hotel Waldorf-Astoria 
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HE Novo family of all-purpose oils was cre- 
ated to help you get order out of odor chaos 
in your perfumes, powders, lipsticks, creams, etc. 
It is a series of odors so constituted and so priced 
that you may make use of them in every variety 


of toilet preparation. 


Encouraged by the success of Novo Rose, Novo 
Jasmin and Novo Fougere, Givaudan now an- 


nounces NOVO GARDENIA, an oil which faithfully 


reproduces the odor of the popular Gardenia. It 


GIVAUOD 


DEL A WA BH A 


80 FIFTH 


Philadelphie 
New Orleans 


AVENUE, 


Branches: Los Angeles 


Chicago 


Baltimore 


San Francisco 
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is a@ complete perfume in itself, having all the 
necessary fixatives to insure the proper tenacity 

. and at the same time it can be used in scenting 
face powders, creams, lipsticks, lotions and other 


cosmetic products. 


Gardenia is always popular. Let us show you how 


this new all-purpose oil will help you solve the 
problem of conflicting odors in your lines. 


Samples, 


of course, are available on request. 
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LABORATORIES ° 


Exclusively 


EW YOR 


AMERICAN PEREUMERS 
Private Brands 


TH AVENUE, N K, N.Y. 


114 FIF 


Canadian Laboratories: 
R STREET, MONTREAL. QUEBEC 


ST. ALEX ANDE 
r 1069 


1015 


Lancaste 


CHEEK ROUGE 
LIPSTICKS 
EYE SHADOW 


ROUGE ° CREAM 
FACE POWDER 
COSMETIQUE 


Q surance, of coutse 


Product Liability = 
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Eliminate that HARSH Note! 


10% to 30% of FLORALDENE eliminates 
that harsh note in your Floral Bouquets 


Special Features 
. It will add life and floweriness to your 
compositions. 


. It will improve the fixative value of your 
product and make it more lasting. 


. It will give your product a distinguished 
quality touch. 


PRICE $24.00 per lb. 
Trial ounce $2.00 


70 IMPROVE ODOR ADD 10%t30% FLORALDENE _ 
4 \J | J we I 


ROMATIC 
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. NEW YORK CITY -- -ACTORY - STAMFORD, CONN. 
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INVESTIGATED 
isi 
FILLERS 


vr, 


Ay the plant of Elmo, Inc., Philadel- 
phia, cosmetic manufacturers, an S & S 
Universal Filling Machine is used to fill 
a wide assortment of Elmo Powders, 
packaged in containers of many different 
shapes and weights. 


Despite the relatively low cost of the 
S$ & S Universal Filler it has given long, 
dependable service in countless plants 
in every part of the world. Its smooth 
speed and uncanny accuracy have made 
it a paying proposition to large and 
small manufacturers alike. 


It may pay you to investigate the S & S 
Fillers. An S & S Engineer will be glad 
to give you the details without obliga- 
tion. Or, if you prefer, write for 
descriptive literature. 


STOKE VOR eC 


PACKAGING MACHINERY PAPER BOX MACHINERY 


4913 Summerdale Ave., Philadelphia, U. S. A. 
British Office: 23, Goswell Road, London, E. C. 1 
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The 


BAIDGtPORT sooo 


ESTABLISHED 1909 MFG. CO. 
BRIDGEPORT, CONNECTICUT ® TEL. BRIDGEPORT 3-3125 


VANITY CASES e ROUGE CASES e PASTE ROUGE CONTAINERS 
LIPSTICK HOLDERS e EYEBROW PENCIL HOLDERS e BOTTLE CAPS e JAR CAPS 
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Hoeasywr LABORATORIES jf 
CONTINENTAL BOUQUET 








sew vORK 





LABORATORIES, INC. 


1513-33 OLMSTEAD AVE., NEW YORK, N. Y. 


LOS ANGELES CHICAGO 
L665 Hollywood Blvd. 605 W. Washington Blvd. 


FLORASYNTH 
| 
| 


SAN FRANCISCO DALLAS 
524 Washington St. 2622 Throckmorton St. 
MONTREAL TORONTO 
145 St. Francois Xavier St. ll King St. W. 
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J. MERO & BOYVEAU 


MR 


with works in Grasse, Mougins and Polonghera > 
Established 1832 @ 


Use Our SURFLEURS 


These are superior compounded Perfume Bases of Natural Essential Oils 
and Synthetic Aromatics distilled over fresh flowers. 


They combine delicate character with lasting perfuming power and are 
very useful for reinforcing or replacing Natural Flower Oils whenever 
cost must be considered as a factor. 


Our list of these “‘Surfleurs’” covers many of the important odors. 


We solicit inquiries. 


FABRIQUES de LAIRE 


Paris, France—Established 1878 


Our complete line of Synthetic Aromatics and Specialties has many items 
which are of daily interest and utmost use to every active Perfumer. 


At least 200 of our principal items are in daily use. 


Our line of products is distinctive, excellent and low 
priced. 


Investigate if you are not acquainted with the value of 
such of our Specialties as 


Bouvardia, Cinnamylal, Decachys, Floranol 160, 


“The integrity of the oa a aemnat las slac ; sillet 925 
fhtnew do-aeloniel decks Gardenia 83, Jasmin Vrai, Lilas Triple, Oeillet 232. 


quality of its products.” Mousse de Saxe. 
Copyright 1930 


Sole American and Canadian distributors 


Dodge & Oleott Company 


180 Varick St. New York 


Branches: Philadelphia, Boston, Chicago, 
St. Louis, Los Angeles 
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OIL PATCHOULY 


We offer finest qualities at lowest prices. 
We have well matured stock, mellowed by age, exceedingly 


fine for particular purposes. 





Also the regular Oil Patchouly D & O distilled by us from the 


leaf—an excellent quality. 





When cost is a factor— 
try our Oil Patchouly Imitation. It will serve admirably many 


purposes for which the pure oil has heretofore been used. 


AMBERGRIS 


Gray and Black—and Tinctures of these made and 
standardized by the D & O laboratories. 


AMBREINE 


Samuelson ae 
The integrity of the 
house is reflected in the 
The original “Opoponax” note for use in all quality of its products.” 


Copyright 1930 


modern perfumes. 


Dodge & Olcott Company 


180 Variek St. New York 


SO 


Branches: Philadelphia, Boston, Chicago, 
St. Louis, Los Angeles 


SS 
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OTHER 
HELFRICH 
PRODUCTS e 


COSMETIQUE 
EYE SHADOW 
FACE POWDER 


HELFRICHe 


rouge 


lipsticks 


An extra 


fine particle size rouge with perfect color 


dispersion, yet not absorbed by the skin. 


HIGHLY in- 


delible lipsticks with rich red undertones 
instead of the usual purple. Incidentally, 
they apply very smoothly and are lubri- 


cating instead of drying to the lips. 


HELFRICHe 


HELFRICH LABORATORIES 
564-570 W. Monroe St, CHICAGO 


HELFRICH LABS. OF N.Y. INC. 
30-34 West 26th St, NEW YORK 


BALDWIN & BALDWIN, 819 Santee St., Los Angeles, Calif. 
CHARLES H. CURRY, 420 Market St., San Francisco, Calif. 
HERBERT J. BITTMAN, 318 People's Bank Bldg., Seattle, Wash. 
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With the feeling that there can be no 
better evidence of the service we aim 
to render to our patrons, we enumerate 
below the outstanding firms we represent. 


STURGE’'S 
English Precipitated Chalk U.S. P. 
Extra Light Dense 


THE ATLANTIC. /"" cmneusenee 


REFINING CO. | wAtepon-PrATeRSon-nJ. 


PHILADE LPH IR - PA. ‘BLEACHERS & REFINERS OF = T H U R STO n 


PETROLEUM PRODUCTS 2 
wnine Aiteaal Oto th. € P. White Blesched Beer sees 
for pharmaceutical use. Tv. L Brand ae 5 m q 7 D | C MH 
Techinical for cosmetic uses. Extra Quality « U. S.P. 
All gravities, all viscositie ad 100% Pore | oe 
~ oo Gum Arabic - Gum Karaya 
Gum Tragacanth 
Vanilla Beans - Tonka Beans 


(THE HARKNESS \ . 


LOCKWOOD BRACKETT CO. 


tor = ahaa BosTON 
_cincinnati- ‘OHIO U- “SA MANUFACTURERS AND IMPORTERS 


Manufactures of Stearic Acid Castile Soap “Laco” 
Seponification Process 3 Powdered - Granular - Bars 


COLGATE -PALMOLIVE -PEET CO. 


An Ni Soe JERSEY CITY-N.J. 
ia\ Executive Offices - 105 Hudson Street 
a “te i . 
is B GLYCERINE 
Sean = Chemically Pure U. S. P. - Dynamite 


— a 
eo CPEs 
i 3 ed 
oe i 
* 
J 
" 


ee DRURY <co. 


RPORATED 
yah ek oe Cl 
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HE sales of many 

toilet preparations 
now sold exclusively 
in jars may be appre- 
ciably widened by 
packing them also in 
convenient sized col- 


lapsible tubes. 


one 


WHITE METAL Ne eRe 5oe! 


HOBOKEN, NEW JERSEY 


oT Office, Charles 


nN 
AR 
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SAGAMOR’S ecreative department is at 
your serviee. (Artists and able designers 
with practical knowledge of the cosmetie 
imdustry will gladly assist you in ereating 


your new line or improving your old one. 


SAGAMOR METAL GOODS CORP. 


43-01 22nd STREET © L. I. CITY, N. Y. 


Telephone: STillwell 4-4820-1-2 Cables: Sagmetgo New York, A.B.C. Fifth Edition 
Chicago Office: Railway Exchange Building. Phones: HARrison 3015-3016 


COMPACT CASES @ LOOSE POWDER SIFTERS @ LIPSTICK CONTAINERS @ ROUGE CASES @ MASCARA CASES @ STAMPED METAL GOODS @ NOVELTIES 
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Among the numerous aromatics 
which go into the compounding of 
a well made ROSE ODOR none are 
more important from the stand- 
point of quality than 


®RHODINOL © GERANIOL 
® CITRONELLOL BUTYRATE 





These aromatics are a few of the 
many basic raw materials manufac- 
tured at the Felton Factory. Pro- 
duced under rigid technical control 
by skilled chemists, in modern, glass 
lined equipment, the highest de- 
gree of purity and uniformity is 
assured, 





When using a Felton Rose Com- 
pound you are guaranteed quality, 
dependability and economy. 











































ROSE COMPOUNDS 


An unusually fine selection of an 
increasingly popular type of odor. 


FOR CREAMS AND LOTIONS 
Rose Bulgarian +10 .. @ $16.00 per lb. 
Rose M , ..@ 6.50 per lb. 
Rose F. N. @ _ 3.00 per |b. 

FOR POWDERS 
Rose Bulgarian +10 ..@ 16.00 per lb. 





Rose 803 _....@__ 5.50 per lb. 
Rose Teplitz @ _ 3.00 per Ib. 
FOR BRILLIANTINE 
Rose 500 @ 5.50 per lb. 
Rose F. N. @ 3.00 per |b. 
Rose E.C.C...... @ 2.25 per |b. 
FOR SOAP 

Rose Bouquet for Soap@ 4.00 per lb. 
Rose F.N. ...@ __ 3.00 per lb. 
Rosas ais ac nadetan @ 2.50 per lb. 

FOR SOAPLESS SHAMPOO 
aaa Rose F. N. ..@__ 3.00 per Ib. 

4 FOR TOILET WATERS 

Rose 912 @ 10.00 per lb. 
Rose 803 ...........@ _ 5.50 per lb. 
Rose E. C. C. @ 2.25 per lb. 

*** FOR BATH CRYSTALS 
Rose 294 ' @ 6.00 per lb. 
Rose 93 @ _ 3.00 per Ib. 


*** Also supplied in the form of COLOROMES, 
with color combined, allowing perfuming and 
coloring bath crystals in one operation. 


eee 
We shall be pleased to submit samples 
and quote on your requirements. 





; 


oy FELTON CHEMICAL COMPANY 






Boston Mass. 
80 Boylston St. 


Philadelphia, Pa. 
200 So. 12th St. 


EXECUTIVE 
AROMATIC CHEMICALS — NATURAL ISOLATES — PERFUME OILS — ARTIFICIAL FLOWER & FLAVOR OILS 


INCORPORATED 
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OFFICES: 603 JOHNSON AVENUE, BROOKLYN, N. 





Sandusky, Ohio 
1408 W. Market St. 


Chicago, Ill. St. Louis, Mo 


s New Orleans, La. 
1200 N. Ashland Ave. 245 Union Blvd. 


Balter Bldq. 


Los Angeles, Ca 
515 So. Fairfax Ave. 





Stocks carried in principal cities 


HEINE & CO. 


NEW YORK 
52-54 Cliff Street 


Telephones BEekman 3-1 535-1536 


e 
HEIKO 


NATURAL AND ARTIFICIAL 
FLOWER PRODUCTS 


AROMATIC CHEMICALS 
AND ESSENTIAL OILS 





Modern women know quality, expect quality in their 
cosmetics, turn confidently to preducts packaged in 
white, modern Hazel-Atlas Opal Jars. Even a new, 
unknown product is already well along the way to 
profitable sales if you avail yourself of the universal 
popularity of these smart containers. 





VAC Ch A 


CINTHOXIN 


To intensify the al- 
lure of your perfume with that 
Bouquet or Oriental odor, use 


Cinthoxin. 


You will be more 


than delighted with results! 


Norda 


ESSENTIAL OIL 
& CHEMICAL CO.,, Inc. 


601 West 26th Street, New York City 
LAckawanna 4-4700 


Chicago Office Los Angeles Office 
325 W. Huron St 685 Antonia Ave. 


Southern Office St. Paul Office Canadian Office 


Candler Annex Bldg., Pine and E. 3rd Sts. 119 Adelaide St. W., 
Atlanta, Ga Toronto 
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ACKAGES ... like people . .. possess 

individual personalities. The creator of 

the package ... the manutacturer of the 

product it contains... has the power to start it 

off to assured sales success ... if that vital quality 
of charm is built into the ensemble. 

Kimble Glass Vials are more than just handy con- 
tainers for drugs and pharmaceuticals. They are lus- 
trous, dainty, colorfully closured carriers of distinction 
and appeal... for tablets, powders, pills, capsules, 
chemicals, oils and hundreds of other items. They 
are designed for beauty as well as strength and 
safety. Their attraction is so sure, their convenience 
and utility so positive, that they always command 
choice positions on shelf or counter. 

It doesn’t pay to gamble with “ordinary. packages, 
when Kimble Vials bring you that certainty of eye- 
appeal and sales success. They are available for 
Droppers, Applicators, Goldy Seals, Re-Seal-It Caps, 
Metal and Moulded Screw Caps, Shaker Tops, Corks, 


and many other special closures for specific sampling 


A 


Consult Kimble FIRST ... for assured 


or packaging needs. 


success in your sampling and 


packaging program 


K\ KIMBLE GLASS COMPANY: -:-VINELAND, N. J. 


NEW YORK:CHICAGO:PHILADELPHIA*DETROIT*s BOSTON 
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To achieve distinction for your face powder, we recom- 


mend, as an ingredient, Merck Zinc Stearate U. S. P. 


M 2 ° C ‘4 which is standard in many of the leading brands of face 
powder today. 


Merck Zinc Stearate is uniformly bulky, a very de- 


sirable characteristic of any material to be incorporated 
Z i x io | . A m4 A | = in your face powder. It is manufactured only from the 
best quality triple pressed Stearic Acid, insuring freedom 


from Oleic Acid. This, in turn, means absence of Zinc 


8 ) 7 Oleate which would decompose the perfume. Merck Zinc 


Stearate fully complies with the chemical specifications 


of the United States Pharmacopoeia. 


1—Rub some Merck Zinc Stearate U. S. P. between 
thumb and fingers—and note the silky, smooth-as- 


velvet feel and freedom from harsh particles. 


2—On aclean white paper in clear daylight observe 
the brilliant white color and freedom from brownish 
or yellowish cast, which might interfere with 


color blends. 


3—Note the absence of foreign or rancid odor — 
eliminating the possibility of interference with, or 


spoilage of, the most delicate perfumes. 


A trial supply of Merck Zinc Stearate will be sent on request. 


* MERCK & CO. Inc. Manufacturing Chemists RAHWAY, N.J. * 


New York + Philadelphia + St.Louis * In Canada: Merck & Co. Ltd., Montreal *« Toronto 
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(A Few Parento Products 


for Fine Perfumes 


ABSOLUTES 


Jasmin * Rose 
Tuberose 
TERPENELESS OILS 
Bergamot a Orange 
Lavender 


ANIMAL FIXATIVES 


Ambergris e ..-_—- Civet 
Musk Tonquin 


SPECIALTIES 


Jasmosynth e Rosesynth 


Rose Aldehyde F 


PERFUME BASES 


Base 240 A @ Mimosa goA 


Gardenia Viridis M 


You will find many other products of interest listed in our 


cataloque. 





Compagnie Parento, Inc. 
Executive Offices and Laboratories 


CROTON-ON-HUDSON, N. Y. 


NEW YORK CHICAGO DETROIT LOS ANGELES 
SAN FRANCISCO SEATTLE PORTLAND, ORE. 
TORONTO 


Compagnie Parento, Limited, 73 Adelaide Si., W., Toronto, Ontario, Canada 


COLOMBES, FRANCE 


LONDON, ENGLAND 









(Designed 


for the 
(Discriminating 


if you are seeking a Jasmin note for 


Creams 


Jasmin Petals 4145 B 


Osa7mD7>F 


is a blend of unusual merit which 


does not discolor. 


For Powders 


Jasmin D 


If you want a fresh Bouquet of ex- 


hilarating character 


Fleur de Lis B 


can be used in practically all types 


of cosmetic preparations. 


Compagnie Parento, Inc. 


Executive Offices and Laboratories 


CROTON-ON-HUDSON, N. Y. 


NEW YORK CHICAGO DETROIT LOS ANGELES 
SAN FRANCISCO SEATTLE PORTLAND, ORE. 
TORONTO 
Compagnie Parento, Limited, 73 Adelaide St., W., Toronto, Ontario, Canada 


COLOMBES, FRANCE LONDON, ENGLAND 





FN. BURT COMPANY. LTD. 


MANUFACTURERS OF FINE SET-UP PAPER BOXES 
BUFFALO NEW YORK 


CANADIAN DIVISION: DOMINION PAPER BOX CO.,TORONTO 


Representativ 


York City Territory Chicago Territory Pennsylvania Territory 


C. M. BOSCOWITZ C. A. HAMMOND A. B. HEBELER 
H. H. BOSCOWITZ 919 N. Michigan Ave. P. O. Box 6308 
17 West 44th Street Room 2203 West Market St. Station 
New York City Chicago, Illinois Philadelphia, Pa. 
New England Territory Ohio Territory Southern Territory 
ie ae FRANK D. JACKSON 
702 Beacon Street P. O. Box No. 2445 Apartment 12, 
Boston, Mass. East Cleveland, Ohio Memphis, Tennessee 








MADE FROM METAL 


A wide field is included in the title 
“Made from Metal.” Our intention is 
to point out Scovill’s capabilities beyond the vanity 
cases, rouge boxes, bottle caps, jar covers, lipstick 
containers and material of this nature usually thought 
of by cosmetic manufacturers in connection with 
Scovill’s name. 


Scope 


Illustrated below is a product that indicates how 
the designing and manufacturing facilities utilized so 
well by the cosmetic industry can also be used for the 
economical production of many another part or product. 

This device is used by dentists to hold false-tooth 
color-matching samples—samples used to determine 
the particular shade of color the artificial tooth should 
be to match the natural teeth. 

The plate is made in 3 parts of solid brass, plated 
and polished to a high luster. There are spaces for 
32 samples, each kept in its own properly numbered 
space, yet each readily removable for close comparison 
work when the general shade has been determined. 

To enable efficient, economical production, made-to- 
order metal parts should be ordered in quantity. Where 
such quantity orders can be placed, Scovill’s develop- 
ment and production facilities may be helpful. 


32 Division 


. is a name and number, not at all well known by 
Scovill’s cosmetic customers and prospects, but impor- 
tant to them nevertheless. It’s the inside name for the 
Scovill division which turns out the thousands of metal 
cosmetic containers and closures which Scovill supplies. 

It includes an art staff which creates new designs, 
a model room which produces models from the design 


>» © V 


SCOVILL MANUFACTURING COMPANY > 


79 MILL 


drawings to show how the finished product will look; 
tool designing and building departments, and — equally 
important —complete production facilities for final 
production of the job. 

Illustrated is the inside construction of a typical 
vanity. This, a double, made on special tools, can be 
sold in moderate quantities either with or without 
special stamping as the customer may elect. Similar 
arrangements can be provided for lipsticks, closures, 


rouge boxes, in fact for most of the metal articles a 
cosmetic manufacturer purchases. 

Where the quantity is sufficient to justify it, special 
exclusive designs, shapes and stampings can be pro- 
vided. Here Scovill’s art staff can be of real help! 

We will appreciate an opportunity to work with you 
on any problem of this nature which you may have. 


To those interested in Canadian 
and foreign markets 


Scovill offers the facilities of its well-established 
Canadian plant in Toronto, Ontario, to those concerns 
interested in distributing to Canadian and foreign 
markets. 

This Toronto plant, duplicating many of Scovill’s 
United States facilities, makes possible volume manu- 
facture of metal parts and products in Canada; or by 
partial manufacture in the United States and final 
fabrication, finishing and assembly in Toronto, com- 
plete service on a wide range of parts and products 
can be provided. 

A letter to Scovill at either Waterbury or Toronto 
will bring you further information. 


ILL 


Street, WATERBURY, CONNECTICUT 


Boston, Providence, New York, Philadelphia, Atlanta, Syracuse, Pittsburgh, Detroit, Chicago, 


Cincinnati, San Francisco, Los Angeles + 


IN Canapa: 334 King Street, E., Toronto, Ontario 
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TYROL 


Today he and his sister are 


intent on feeding their feathered friends; tomorrow he will be 
distilling pine needle oil for ultimate use in American toiletries. 
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by Ruth Hooper Larisson, 
Cosmetic Consultant and 
Package Designer 


THERE are so 
many distinct phases of manufactur- 
ing, packaging, promoting and selling 
of those cosmetics which are partic- 
ularly adapted to. only a limited type 
of business, that it may be helpful to 
draw some boundary lines about a few 
of them. 

Let’s concentrate on the outstanding 
differences and relationships between 
the salon line used in giving treatments 
and the line which is sold over the 
counter. 

Too many toes have been stubbed 
because a novice in the business (and 
sometimes an old graybeard, too) has 
concluded that, if somebody else makes 
a success of using “this - and - that” 
cream on women in treatments, he can 
do as well by putting a similar line 
through department stores, only to find 
the rules won't work in every direc- 
tion. 

Consider only the cosmetic treatment 
line which keeps the salon going at 
top speed from nine to six; then visual- 
ize that same line on the retail coun- 
ter. When used by an operator in 
giving a treatment, the line itself be- 
comes dwarfed in proportion to the 
skill of the operator. But follow the 
line from the treatment room to the 
retail store counter to learn just what 
the do’s and don'ts are which consti- 
tute success. 


There are three main types of cos- 
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metic lines: 1—the line which was de- 
signed just for salon use, but an after- 
thought some years later put it on the 
The 
signed for the counter, but introduced 
and high-hatted by a grand salon, sort 


of a glorified show 


counter: 2 line which was de- 


window to be 
charged up to publicity and advertis- 
ing while it grew its second teeth; 3— 
and last, the line which is designed 
to do double-duty from the first, salon 
and department store counters. 

Since one man’s meat is another 
man’s poison let’s begin with the diet 
of the first type of line and see where 
The 
which was designed for the salon but 
finally burst out on the counters of 


department stores 


the indigestion comes in. line 


is generally un- 
wieldy. Too many products. Correc- 
tive directions on little known and un- 
usual products are too involved. Mis- 
takes of trying 
ments as home 

If the home treatment were really 


as effective as the salon treatment then 


to sell operator treat- 
treatments arise. 


we might as well close the salons ex- 
cept for the ridiculously idle ladies 
who need to waste time. But it’s not 
the case. The average woman cannot 
and never will be able to give herself 
as good a treatment as she receives 
Therefore 
this type of line should be modified 
for retail selling. I know of products 
used in some salons that are not even 
offered at the retail counter. 


from an expert operator. 


Selection of Products 


Of course, products 
which have to be freshly made up— 
daily or weekly—or which must be 
kept on ice, are not practical for retail 
selling. Nor do impractical containers 
or over-elaborate ones go well on the 
retail counter. Since the selection of 
products is of such great importance 
consider the following as a basic out- 
line for gearing from salon line to 
store retailing. Daily use is covered 
by the first group, but if you are going 
to talk “treatment line” you have to 
expand it with correctives to be on the 
safe side. Limit, however, the number 
of products as much as possible. The 
fewer the better. Essential would be: 
A cleanser (cream and/or liquid) ; 
lubricant or nourishing cream (par- 


the 


ment); protection or 


don inference of local nourish- 
powder base; 
powder, rouge, lipstick, mascara, 
shadow pencil. (Bath preparations are 
not treatments. ) 


The additional products necessary 


18 


for a complete treatment line can be 
selected from such a basic list as 
these: a toning or stimulating prod- 
uct; muscle oil; acne creams or lo- 
tions; masks, bleaches, pore refiners, 
anti-wrinkle products; products with 
varying degrees of astringency; me- 
chanical gadgets such as chin straps, 
patters, etc., etc. 

The entire second group of products 
is almost never introduced in a new 
line today for both the store buyer and 


all 


purpose products and the “get-beauti- 


the public prefer the short lines 


ful-quick-easy-to-use” methods. 


For Counter Selling 
Now 


the next type of line, designed for 
counter selling, but with a salon to 
introduce and back it. Sometimes the 
salon which starts as ginger bread 
turns out to be of real value. It either 
may or may not make big money. It 


we come to 


should earn its keep or be geared down 
to a point where it can earn its keep. 
While stores often resent this type of 
salon they can be mollified by explain- 
ing that it becomes your working lab- 
(which is something every 
worthwhile manufacturer will one day 
have under his own roof). Much in- 
formation can be gleaned from a salon 
for it is a potential gold mine. But the 
information must be put to work for 
the counter line. Another point to 
make with that, 
know women prefer to buy their cos- 
metics where they 
counts, department automati- 
cally for their 
purchasing. They pay gladly for their 
treatments, but like to put the home 
coming creams on the bill. Of course, 
if charge accounts are discouraged in 
the salon, business will be unobtru- 
sively thrown to the stores. Naturally 
a line designed primarily for counter 
selling may logically add special salon 


oratory 


stores is since we 
have charge ac- 
stores 


come in most of 


products for operator treatment use 
without retailing them over the coun- 
ler. 

If a line goes from store retailing 
into salon use, bulk containers must 
be adequate, easy to handle, and priced 
reasonably. Beauty shops have been 
spoiled through bulk products at ridic- 
ulously when the 
quality is fairly good. Small or selling 
sizes should be displayed in treatment 


low prices even 


rooms so that customers constantly see 


them. Packages must be smart, mod- 


ern, attractive, practical and not arty. 
Labels should be clear, legibile and 





confidence-inspiring. Don’t think that, 
because you can run a salon well, you 
design 


can well. 


Make sure, at least, that your packages 


packages equally 
are nol 
looking. 

The third type of business which | 


“home-made” or amateurish 


have called the double-duty line, cre- 
ated for both and counter, is 
the trickiest to plan without inadver- 


salon 


tent losses and mistakes along the way. 
One must not expect all salon products 
to be retailers. Some 
shouldn’t even be offered. Study the 
price market you want to reach and 


gear to it. 


successful as 


Keep all prices in reason- 
able ratio to amount of product used 
in each application and frequency of 
use. generous with 
they are the backbone 


Don’t give too generous 


For instance, be 
your cleansers 
of the line. 
sizes of foundation 


cream. Founda- 


tion lotions are more quickly used, 
easier to apply, give a better founda- 
tion and should be pushed. 

Keep away from ordinary gadgets 
a good gadget, on the other hand, (1 
know will, if it is built 


directly into the line, distinguish that 


of several) 


line from its competitors. 


Grouping Combinations 


Treatment combi- 
nations which duplicate a salon treat- 
ment should be grouped efficiently. Of- 
fer nothing else in such a combination 
but the actual products used for that 
treatment. And don’t recommend the 
treatment for anyone who isn’t sorely 
in need of following it at home be- 
tween shop treatments. | have known 
of cases where women told me they 
gave up going to a certain salon be- 
cause they were pestered to buy during 
their entire treatment. They don’t like 
it and you can’t blame them. It’s too 
high a premium to pay. Give a woman 
peace while she’s having her treatment 
and she'll be more receptive to buy- 
ing when it’s over. 

On the other hand, a “teaching” or 
“lesson” treatment calls for names and 
full explanation and description of 
each product as it is used by the oper- 
but are for 
those who in the future, will prob- 
ably only purchase the products. Some 


ator: such treatments 


lines give such treatments free. Cus- 
tomers who come only infrequently 
should be encouraged to take lesson 
treatments, but regular customers 
shouldn’t be bored with them. 
If you think you have an exception- 
(Continued on page 86) 
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by Donald S. Cowling 


I WIsH 1 could 
append the name of the buyer who told 
me the things I’m going to set down 
here. Strictly speaking, he’s an assis- 
tant buyer, but you know how it is with 
assistant buyers in large departments 
—they’re quite likely to be the power 
behind the throne; and in this particu- 
lar instance the assistant is the man 
who practically runs the department. 
The store policy forbids his being di- 
rectly quoted, but you can take my 
word that he’s an important factor in 
the merchandising plan of any toilet 
goods manufacturer. Maybe you'll 
agree with what he says, maybe you 
won't; but whether you do or don't 
your salesman will have to face the 
attitude which he expressed. 

“We've reached a period in toilet 
goods merchandising, particularly in 
treatment lines,” this assistant buyer 
said, “when we’ve got to consider seri- 
ously the fact that the trend is toward 
simplification. Treatment lines have 
become too complicated. There was a 
time when a manufacturer could add 
items to his line indefinitely, and be 
reasonably sure of finding an accep- 
tance for them, but today women are 
realizing that only so much can be ex- 
pected of beauty preparations, and up 
to a certain point the simpler the meth- 
od by which the hoped for result can 
be attained the more respect they have 
for the claims of the manufacturer 
sponsoring the line.” 

Standing in the middle of the depart- 


February, 1936 


the trend to SIMPLIFICATI 


ment, the buyer waved his hand com- 
prehensively toward the displays by 
which we were surrounded. Creams, 
lotions, oils, masques, patters, cleans- 
the multifarious aids to 
beauty hemmed us in; each display 
presided over by an alert sales girl, 


ers, toners 


eager to press upon the questing cus- 
tomer the claims so enticingly set forth 
upon the labels and in the booklets 
stacked ready to hand. 

The quest for beauty is never end- 
ing. Eternally women hope that some- 
thing, somewhere, will bring out the 
charm which by birthright they know 
they possess, but it looks almost as 
though lately a hint of disillusionment 
were beginning to chill the ardor of 
the search. 

Demonstrators come and go—today 
Tillie Jones holds forth in “The Big 
Store” on the marvelous merits of the 
“Whozis” line, tomorrow she is in the 
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store across the street telling Mrs. 
Patron that the hormones or the glands 
or the oils in the “Soandso” line will 
practically immediately eliminate the 
wrinkles, tone the skin and firm the 
etc., that the “Who- 
zis” line was supposed to have com- 
pletely revitalized. Regardless of our 
opinion, such books as “Skin Deep” 
and kindred boob -startlers numbered 
their readers by the thousand; and 
when we realize that the present 
younger generation of women and the 
generation coming up have absorbed 
beauty lore with their mother’s milk, 
we begin to see that the problem of 
merchandising beauty is not so simple 
as it was in the days when women 
threw away their paper of rice powder 
with its accompanying dab of absor- 
bent cotton and began to look about 
for beauty aids. 

Released from the taboos that had 


muscles, etc., etc., 





that the use of rouge pot and powder 
puff were but little short of sinful, the 
women of that generation seized with 
avidity everything that was offered 
them with the claim that the enhance- 
ment of their charm would follow, and 
there seemed no end to the possibilities 
that opened glowingly before the alert 
manufacturer. With the kindling of 
the first fine flame of faith, manufac- 
turers redoubled their efforts with 
more and large displays, expensively 
trained demonstrators, local salons de 
beauté, augmented advertising appro- 
priations, and special inducements in 
the form of free merchandise to keep 
the quest for beauty expanding. 


Depression Brought Test 


Then the depression 
interrupted this enthusiastic expan- 
sion, and in the face of baby’s need for 
shoes mother found herself obliged to 
curb her zest for extra jars and bottles 
that might contain just the ingredient 
necessary to release the full glow of 
perfection, and confine her purchases 
to what she considered essentials. The 
succeeding generation, secure in the 
firm tissues and velvet skin of youth, 
had already begun to look askance at 
the array of containers on mother’s 
dressing table, and admitting the vir- 
tues of the essentials, quite easily ac- 
cepted for themselves the plan of utiliz- 
ing only those preparations which they 
regarded as necessary. 

It is startling to reflect upon how 
recent a development the general quest 
of beauty through the use of many 
preparations is. We know that Cleo- 
patra had her oils and her unguents 
as far back as we can trace the progress 
of the human race we find records that 
the queens and famous beauties of the 
dim past used carefully prepared 
beauty aids; but when we regard the 
expenditures of present day stenogra- 
phers and waitresses and icemen’s 
wives we realize that this enormous ex- 
pansion of the quest has taken place 
practically within the past few years. 

It would be stimulating to expect 
that the eager acceptance of all sorts of 
aides de beauté that we have known 
during the past two decades would con- 
tinue, and in a certain sense we may 
do just that, but it is going to be nec- 
essary to temper our expectation with 
the realization that the generations of 
women from now on to whom we shall 
sell our preparations have not come 
suddenly upon the fairyland of beauty 
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shackled their mothers with the belief 


ajter time has marked them. These 
girls that we see growing up all around 
us are canny. From the time they were 
able to stand on tiptoe to dip a finger 
into the jar of cream on mother’s dress- 
ing table they have been familiar with 
the preparations designed to enhance 
and preserve personal attractiveness, 
but their canniness, not only on the 
question of beauty but on things of the 
world in general, makes them aware 
that the age of miracles is past. 

The very fact that beauty prepara- 
tions are an accepted part of their lives 
makes the present and succeeding gen- 
erations a more substantial and de- 
pendable market for toilet goods man- 
ufacturers than the generation of 
women who first were responsible for 
the tremendous increase in production 
of toilet requisites, but the women who 
are to be our ultimate consumers from 
now on must be reached through ap- 
peals to their common sense as well as 
to their hopes. To the modern young 
woman it is unthinkable that she should 
be without those toilet requisites which 
she considers essential to good groom- 
ing, but it is almost as unthinkable 
that she should be game for the arrows 
of the thousand and one trick items that 
her mother purchased so eagerly. 


A Word of Caution 


The danger, of 
course, in this trend to simplification is 
that it may go too far. While a woman 
may doubt the necessity for four dif- 
ferent cleansing creams in a line, for- 
tified with various types of lotions, 
astringents, tissue builders and nour- 
ishers, she should not be encouraged to 
a belief in the virtues of a single sover- 
eign panacea. Such a counter swing of 
the pendulum would be not only bad 
business, but bad psychology. Women 
purchasing beauty requisites do not 
lay down their money for lanolin and 
alcohol, but for firm, smooth skin and 
rose leaf complexions. The toilet goods 
industry is selling faith and hope. That 
faith can be led into such complicated 
paths that the bewildered follower be- 
comes confused and discouraged, or it 
can be chilled by matter-of-factness. 

There is a happy medium between 
these two extremes, and that comfor- 
table middle ground is the sensible 
promotion of staple requisites. If we 
shout the virtues of a single panacea, 
we can without much difficulty concen- 
trate the attention of the ultimate con- 
sumer on that one item, but then what 
becomes of our business? If we con- 











tinue with the production of superflu- 
ous numbers in our lines we not only 
create an undercurrent of skepticism 
in the mind of the consumer, but we 
incur the antagonism of the merchant, 
who must increase his inventory with- 
out appreciably increasing his turn- 
over. 


Can Sell Essentials 

There isn’t any 
doubt that women today are well 
aware that they should have on their 
dressing tables a cleansing cream, a 
nourishing or night cream, a toning 
lotion, a powder base, and an astrin- 
gent. Those are the essentials that can 
and should be sold to every woman 
in constant succession. Special condi- 
tions will, of course, necessitate spe- 
cial consideration, but the foundation 
of skin is, after all, the substantial 
business with which we should con- 
cern ourselves. Makeup items we may 
take for granted. Not many women in 
this day and age will be without those 
essentials; and while the actual neces- 
sity for the number of shades of face 
powders and the wide range of colors 
in rouge and lipsticks may be open 
to question, there is nothing in such 
variety to create skepticism. Women 
are quite ready to believe that no 
single item in makeup will cover the 
requirements supplied by the use of 
face powder, rouge, and lipstick, and 
there isn’t any more reason for their be- 
ing led from the Scylla of too many 
beauty preparations to the Charybdis 
of too few. 

Already we see indications of the 
beginning of the counter swing of the 
pendulum. It is up to the manufac- 
turers of beauty essentials generally 
to see clearly that while we have 
reached the limit of the swing toward 
quantity, too enthusiastic a push is not 
given in the other direction. 


Polish Export Fund Increased 
Some time ago the Central Associa- 
tion of the Soap Industry in Poland 
decided that efforts must be made to 
stimulate the export trade, both in fine 
toilet and in household soaps. Ac- 
cordingly, an export fund was created 
to which all the manufacturers who 
were members of the Association had 
to make certain contributions. It has 
now been found that this is insufficient 
to effect more than a quite modest ex- 
port improvement, and higher contri- 
butions are being demanded for the 
conquest of the foreign market. 
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For several months, this section has been compiled and edited by Ruth Hooper 
Larisson, our Contributing Editor on Packaging. The growth of Mrs. Larisson’s 
consulting and designing practice has made it necessary for her to relinquish this 
work temporarily. She will, however, contribute articles on packaging and allied 
subjects from time to time. “New Products and Packages” will continue as a fea- 
ture under the direction of our Assistant Editor, Mary L. Goodman, who has 
worked with Mrs. Larisson in preparing this important section. — EDITOR. 










*%.. SPECIAL RECOGNITION: A_ new 
cream by Armand in an ultra-new container! 
It is called “Blended Cream” and, as its 
name implies, it purports to be a blend of all 
the essential creams. It is packed in a most 
unusual and attractive white opal jar, with 
molded columns divided just below the cen- 
ter to allow the narrow label to fit around the 
entire jar. This label is in three tones of blue. 
and is decorated with tiny red roses swaying 
in the wind. The splendid proportions of the 
jar give the impression of generous quantity. 
a practical advantage over other packages of 
approximately the same content. The cap is of 
light blue metal and fits snugly against the 
shoulder of the jar. Container designed by 
Martin Ullman. 


1. . FELS & CO.: This company claims that 
its new product is the first and only soap chip 
to contain active naphtha. The container is 
covered with a wax wrapper to prevent the 
box from getting damp, and has a handy pour- 
ing spout which can be closed tightly. A very 
convenient and practical gadget for such an 
item. 


2... ARMAND: This companv has not only 
repackaged its three lines of face powder, but 
has also added a new one! The latter is 
called “Wind Blown Roses” and was created 
to accompany the firm’s new cream shown un- 
der “Special Recognition.” It is delightfully 
scented with the perfume of pink roses, and is 
packed in a tall, round box, cleverly decorated 
to carry out its name. Against a background of 
misty sky, roses are swaying in the wind, their 
petals scattered before it. A deeper blue band 
around the base has the name of the powder 
printed in white. The other three powder 
boxes have been redesigned, and although 
each is entirely different and distinct, yet 
they carry with them a clear family resem- 
blance. The “Cold Cream” powder is in a tall, 
white box with gray silhouette head of the 
Armand girl. The same design is also on the 
front side of the box. The “Bouquet” powder 
is in a square box, decorated with the same 
head on a blue vignette background. The 
“Complexion” powder is packed in a small. 
round, white box, with the Armand girl sil 
houette on the cover. 


3. . LENTHERIC, INC.: For the traveling 
lady who is always afraid of losing her per- 
fume by breakage or evaporation, this handy 
little pocket perfume dispenser should prove 
quite popular. It is called “Le Dew-Dab” and 
is a satin-finish, gilt metal shell into which 
the sealed refill flacons are inserted. The seal 
is opened automatically when the bottle is 











inserted, but the perfume remains hermeti- 
cally sealed until the dispenser cap is re- 
moved. When the device is turned upside 
down, and light pressure is applied to the bot- 
tle, one single drop of perfume is dispensed. 
Such a gadget might easily be adapted to 
other liquids, 


4..§ COLGATE: Baby Powder in two new 
convenient sizes. The white can has a perfo- 
rated cap, and is decorated with a chubby, 
blonde, blue-eyed infant resting on a pillow. 
\ brief description and directions are printed 
on the back in dark blue. The powder i. very 
faintly perfumed. and is packed in two sizes. 
Can by National Can Co. 


5. . DAGGETT & RAMSDELL: This new 
compact and lipstick set by its sheer simplic- 
ity makes a striking and effective combina- 
tion. The loose-powder and rouge compact is 
of ivory enamel edged with silver, and the lip- 
stick has a quarter-inch silver metal band 
around the base. The box is covered with ivory 
suede paper, and has a narrow, glossy black 
edge and black base. 


6. . JOHN H. BRECK, INC.: “Baby-Lavo,” 

a new liquid soap especially designed for 

babies. It is recommended for bathing and 

shampooing, and carries the endorsement and 

approval of the Westfield Testing and Re- 

search Laboratories. The bottle has a white 

molded cap, and the label, which has a blue 

border on top and bottom, shows the picture 

of an adorable baby and a drawing of the 

head and neck of a floating duck. A label on 

the back gives complete directions for using 

this product. The front and back of the carton ; 

are reproductions of the front label, with 5 Ae 
white background and black and light blue re ”" m 
border. Bottle by Owens-Illinois Glass Co.., . oo 

cap by Colt’s Patent Fire Arms Mfg. Co., 2 , 
and carton by Sample-Durick Co. BRECKS AJ 


¥ 
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7. . BONWIT TELLER: This fine specialty 


shop is now sponsoring its own perfume, and & 
“79) 7 p 


calls it “721,” which is the street number of 
the Bonwit Teller store. The idea is carried out 
very effectively in the package. The white box 
simulates a tall building, with the front de- BRECK.IN 
sign embossed in silver. The sturdy square > ' 
bottle fits tightly into the base of the box, and 

has a neck band of gold cord. The perfume has 

a very distinctive floral odor, which doubtless 

wil! appeal to the store’s exclusive clientele. 


8. . PRINCE MATCHABELLI PERFUM- 
ERY, INC.: The ever-popular crown sets in 
a new container. This time it is a crimson 
horseshoe package. edged and crested in gold. 
As this item was introduced just before Valen- 
tine’s Day, a heart-shaped card, with white 
silk cord and tassel, is enclosed to make an 
appropriate holiday package. An excellent 
merchandising idea, as suitable cards for other 
holidays can easily be inserted to replacs 
the Valentine card. The set consists of 
“Duchess of York,” “Ave Maria” and “Em- 
press of India” perfumes. 


9. . UNITED DRUG: Stag Brushless Shav- 
ing Cream, a package of unusual distinction 
obtained by the use of colored lettering and 
design applied directly to the clear flint glass 





jar. A grand idea for products commonly used 
in the bathroom and handled with wet hands. 
Jar by Owens-Illinois Glass Co., and cap by 
Closure Service Co. 


10. . ARDEN: “Night and Day” toilet water 
created by Miss Arden to harmonize with her 
new “Night and Day” perfume. This attrac- 
tive package has raised oval panels on each 
side of the bottle, and around the neck is tied 
straw-gold silk cord ending in little tassels. 
An oval gold label, printed in black, completes 
this smart container. From this establishment 
also come delightful sachet “pillows” of pink 


satin with blue picot edge. They are scented 


with either “Gardenia” or “Fleur de Riviera,” 
having true flower fragrances, and the name 


is printed in blue right on the face of the 
“pillow.” 


ll. . ANTOINE DE PARIS: This new in- 
troductory kit contains five preparations 
cleansing cream, nourishing cream, founda- 
tion cream, skin tonic and liquid make-up re- 
mover. The opal jars are topped with black 
metal caps, with trade-mark and name em- 
bossed in white. The bottles have black mold- 
ed caps, and the labels on the back of the 
bottles and on the bottom of the jars are em- 
bossed on transparent cellulose. The packages 
are boxed in a glossy, white container with 
narrow black border, forming an attractive 
black-and-white ensemble. 


12. ..BOURJOIS SALES CORP.: Combina- 
tion packages are proving perennial favorites 
as gifts and prizes. The new “Evening in 
Paris” combination consists of a regular-sized 
box of face powder with two vials of perfume 
placed in the top of its drum. One vial con- 
tains “Evening in Paris.” and the other 
‘Springtime in Paris” perfume, and the pow- 
der is available in ten shades. The container 
is the typical “Evening in Paris” blue-and- 
white design with two adjoming quarter-inch 
bands, one red and one gold. 


13. . MONTE CHRISTO: “Silver Tint,” a 
bluing rinse used by beauty shops for gray and 
white hair, has now been repackaged for home 
use and is being sold at department stores, 
Front and back white labels are printed in 
gold and purple, and the neck band has a 
decorative gold design with the company’s 
trade-mark. 


14. . HANOVAN CO.: Here are four prep- 
arations designed for a single individual hair 
treatment in beauty shops, assuring the cus- 
tomer of an accurate and sanitary treatment. 
These contain colloidal iodine, an ingredient 
which is claimed to be very beneficial to the 
scalp. The lotion and shampoo are packed in 
small bottles, one with a white, and the other 
a black gelatine cap. The white labels have 
red borders on top and bottom, and printed 
matter in blue ink. The tubes contain hot oil 
and ointment, and have no caps, to insure the 
entire contents being used at one time. They 
carry out the same color scheme as the labels 
on the bottles. Tube by National Collapsible 
lube Co., design by Ethel M. Cornwell, well- 
known fashion designer, who is now devoting 
some of her time to cosmetic preparations. 





by Dr. Ernest Guenther, 
Chief Research Chemist, 
Fritzsche Brothers, Inc. 


For more than an 


hour, it seemed, we had been in the 


refreshing company of our guide, the 
good Brother Cellarer, sampling new 
and old vintages. It had been our in- 
tention to pay only a short call on the 
famous Tyrolean monastery in order 
to visit its splendid library. We wanted 
to touch with our own hands some of 
the priceless documents signed more 
than a thousand years ago by Em- 
perors of the Holy Roman Empire of 
German Nation. In the cool refectory, 

bare-walled, 

stone -tiled and 
furnished with 
simple wooden 
tables and chairs, 
had 
fered a 


been of- 
drink of 
welcome. But 
decided 


to inspect the wine cellars proper and 


we 


soon we 
from that moment our ambitious trav- 
eling plans for the rest of the day 
vanished in air. It was too much of 
a temptation! 

Below the wandered 


surface we 


through immense halls and the 
flickering candlelight threw weird 
shadows against long rows of gigantic 
barrels. It seemed as though the vint- 
ages of a thousand years had been 
stored up in these endless caves. Again 
and again we must stop to sample an 
“old red” or a “young white” of this 
or that harvest and, had it not been 
for the Prelate, the effect might have 
been almost disastrous. 

In the private reception room above, 
His Eminence had waited too long 
and probably had already worried 
about his American visitors. After all, 
hadn’t he heard about a certain weak- 
ness of these people from overseas, 
limited 
cellar visits to only a few exceptions? 
At any rate, His Eminence finally de- 
cided to descend to the cellar and .to 
look after these wretched topers per- 
sonally. 

Through the half-opened door, a ray 
of light penetrated the dark and focused 
upon a tableau such as Defregger loved 
to paint. Brother Cellarer, candle and 
tasting glasses in hand, stood beneath 
two enormous barrels and before him 
his Superior, the Prelate, officially at- 
tired in red biretta, gold cross on glis- 
tening chain, sparkling seal ring and 
red sash around his long, dark cassock. 
A high forehead and a pair of kind 
eyes set in sharp but fine features be- 
trayed a man of in- 
telligence and un- 
derstanding. The 
Prelate welcomed us 


and for this reason strictly 


in German with a 
slight Tyrolean ac- 
cent. We must now 
see the church, the 
library, his private 
study and there join 
him in a glass of 
wine. 

Emerging from 


the dark, moist cellars we passed 
through columned passages, along 
cloistered gardens covered with flam- 
boyant flowers and finally ascended to 
the second floor. Along white-walled 
corridors hung pictures of saints of all 
ages, male and female. Everything was 
richly ornamented and gilded in heavy. 
elaborate baroque style. The whole set- 
ling emanated a certain wealth».and 
power of not so long ago under the rul- 
ing house of the former Austro-Hun- 
garian Empire and Maria Theresa's 
spirit still seemed to reign within these 
halls and chapels. The golden sunlight 
filtering through paneled windows en- 
hanced this atmosphere of peace and 
contentment. 

At the Prelate’s table we soon be- 
came engaged in lively conversation 
which His Eminence conducted in a 
spirit of culture, subtle wit and liberal 
understanding. Those were trying days: 
the Austrian Chancellor had recently 
been murdered, the Italian frontier 
crowded with half a million Italian 
soldiers “maneuvering” and-*protect- 
the air filled with rumors and 
tension. Yet within these walls, in this 
atmosphere of spiritual peace, one feli 
secure and far from worldly troubles. 

Through the open windows we be- 


a 
ing, 


held towering mountains, rocks rising 





At the Top Is the Exterior of the 
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into the blue sky and heavy timber 
forests spreading against the distant 
horizon. The Prelate cordially invited 
us to stay a few days or a week in the 
guest rooms of the monastery. The 
temptation was great but the pine for- 
ests along these majestic mountain 


ranges called and in a last strug- 
gle between pleasure and duty we 
detached ourselves this 
charming environment. 

The day was still warm and 
bright when we finally set out to 
motor into the oil producing cen- 
ters of Southern Tyrol. We left the 
monastery behind and, following 
a river, drove through a wide and 
beautiful valley. High mountains 
rose on both sides; deep, green 


from 


meadows changed to majestic tim- 
ber woods and from time to time 
we passed through picturesque vil- 
lages. On several occasions we 
stopped to admire richly orna- 
mented Tyrolean houses resplen- 
dent in color and dignified by 
wooden framework. Some of these 
historical monuments had _ wit- 
nessed the bloody struggle of An- 
dreas Hofer’s insurgents against 
Napoleon’s foreign regiments, 
Gradually the mountains became 
higher and grew into towering, 
rugged cliffs soaring into the blue 
sky in wild formation. Cascades 
hung like silver threads from green 
precipices. Over gray bowlders 
mountain rushed toward 
the lowland and the refreshing 
spray mingled with the fragrance 
‘of silent pine forests. Through the 


streams 


dense canopy, sunlight filtered 
down to rock and moss and the 
trees gently swayed in the cooling 
mountain breeze. 
Higher and higher we climbed. 
Gradually the 
into a mountain 


scenery changed 
wildnerness, only 
here and there interspersed with a 
wooden shack or a cluster of block- 
houses. The road became worse and 
finally faded into a sort of cowpath 
which wound around heavy bowlders 
and through steep mountain meadows 
hanging above steep 
precipices. Time 
and again we had to 
stop and, using tim- 
bers as levers, roll 
rocks out of the 
path. With a heart- 
breaking thump the 


low-swung axles of the car would bang 
against protruding stone slabs, some- 
times wrenching the running board 
from beneath, and the avalanche of 
curses from the driver’s lips could be 
stopped only by renewed promises of 
an ever higher fare. Once the whole 
car, including passengers, started to 
slide over and would have fallen into 
the river had it not been for the pres- 
ence of mind of my friend, who leaped 
out of the car just in time to brace the 
tilting side. 
Occasionally we encountered a herd 
of cattle and patiently had to wait until, 
after due inspec- 
tion of the strange 
vehicle, the good 
animals slowly 
up their 
whether to 


made 
minds 
climb up or down 
the precipice to 
‘make room. Still 
it was a delightful trip. To breathe the 
invigorating air of these high altitudes, 
to inhale the scents of the fragrant 
mountain meadows and pine forests 
was indeed delightful. High above us 
on crowning hilltops,. in a welter of 
green and blue, appeared lonely farm- 
houses. Each house stood in a great 
green clearing cut into the mountain 
woods. Above, rocks towered into blue 
sky; below, meadows sloped toward 
rushing brooks in deep canyons. The 
low-roofed houses were built of heavy 
timber on a foundation of roughly 
hewn stone. Wooden balconies orna- 
mented with flowers ran around the 
second floor and the heavy, protruding 
roofs were held down by large stones 
on top. 

Such Tyrolean houses have probab- 
ly been built from time immemorial by 
that sturdy stock of mountaineers who 
love to dwell in these lofty heights like 
kings in their own world—free and in- 
dependent. A fascinating race, these 
Tyroleans, never subdued, utterly in- 
dividualistic and like the 
giant rocks all around. Descendants of 
early Germanic tribes—of Visigoths— 


stubborn 


who during the great migrations in- 
vaded these isolated mountain valleys 


Opposite Is the Crew of the Distillery Group Outside 
the Building, While on This Page Is the End of the 
Operation, Discharging the Still After Oil Extraction. 








Above: The Tyrolean Homestead Nestles Against a Steep Pine 


Crowned Slope. 


and have remained there without much 
intermingling. Life in these valleys is 
hard: a few cattle, goats and sheep 
grazing in the mountain meadows and 
a few wheat fields down in the valley 
offer the sole livelihood. During win- 
ter the isolation becomes complete and 
for long months the deep snow pro- 
hibits every form of communication. 
Whenever one of 
the inhabitants in 
a lonely farmhouse 
falls sick it is 
simply a matter of 
‘survival of the 
fittest.” 

After 
slow and careful 
driving we finally reached the end of 
the valley. A glacial lake, locked in on 
all sides like a giant kettle, reflected 
slender pine trees on its mirrored sur- 


hours of 





face and in the cold, transparent waters 
trout could be seen. We stopped before 
a settlement built right on the slope 
above the lake. It was our final goal! 
Before visiting the pine needle dis- 
tillery located on the far side of the 
lake, we called on the innkeeper, a 
robed priest, who on Sunday officiates 
in his church opposite the friendly tav- 
ern. Later on we met the foreman of 
the distillery 


It was almost a ceremonious act. The 


a typi al old Tyrolean. 


whole family sat on benches running 
along the paneled walls and around 
the heavy tiled oven. We were served 
Tyrolean 


the proper refreshments 


country wine with goat cheese and 


homemade flat, round bread such as 
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Below: The Village Musicians. 
Picturesque Costumes of the Girls Add Color to Village Scenes. 


Right: The 


had been baked a thousand years ago 
when the ancestors of our hosts first 
settled in these isolated villages. 

The sun had already set behind the 
mountains when we finally visited the 
distillery. It was a simple wooden 
house consisting of three floors and 
built near the spring of the mountain 
brook we had been following for the 
last few hours. Pine forests extended 
all around. To accommodate a crew of 
ten men there was a sleeping room 
equipped with field cots, a primitive 
kitchen and a simple mess hall, all 
made of rough timber. The whole set- 
ling resembled a typical American 
cowboy camp. These men live in al- 


most complete isolation during the 


whole distillation per iod which usually 





lasts for several months and, in the 
case of some oils, the whole year 
around. This distillery was typical of 
the many distillation posts distributed 
throughout the pine needle oil produc- 
ing regions of Austrian Tyrol, North- 
ern Italy, Upper Bavaria, parts of 
Yugoslavia and Switzerland. 

These pine needle distilleries vary 
in size, number and capacity of stills 
but in principle they are all built along 


similar lines. The main object is a well- 
chosen locality in the center of an am- 
ple supply of raw material so that the 
transportation of the low-priced pine 
needle material does not greatly affect 
cost calculations of the oil. Important 
also is low initial investment which al- 
lows for easy amortization. The stills 
must be low-priced, yet efficient, and 
large enough to permit large scale 
production of good quality. After a 
few years of distilling in one section, 
plant material in the surrounding hills 
and mountains becomes exhausted. The 
strict forest laws of Europe require a 
respite of many years so that the trees 
may recuperate and grow sufficiently 
strong before being trimmed or cut 
again. Therefore the distillery must be 
moved to another location as soon as 
long distance transportation of the ma- 
























































terial makes operations uneconomical. 
The plant material, growing wild on 
surrounding mountains, is cut either 
directly by the laborers of the dis- 
tillation organization or sometimes by 
individual peasants during their spare 
time in summer or winter. These peas- 
ants then sell the cut plant material to 
the distilleries and receive cash pay- 
ment when they deliver their day's 
harvest. The paying off of the cutters 
is done by the foremen of the distil- 
leries. They in turn are paid by the 
owners of the producing organization 
per kilo of oil distilled, the price usu- 
ally being established before the be- 
ginning of the distillation campaign. 
Therefore, the foremen are largely re- 
sponsible for the final success of the 
distillation campaign and almost be- 
come small producers. Some farmers 
have their own stills but lacking a sales 
or export organization these small pro- 
ducers sell the few kilos of home dis- 
tilled oil to exporters or to big distil- 
lers. However, the bulk of oil is pro- 
duced in more or less modern equipped 
distillation posts which are distributed 
throughout the producing regions. 
Some of the plant material can be 
(Continued on page 84) 
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FACE 
PAChS 
AND 
FACE 
MASKS 


by Dr. Walter Langer 


PRESENT-DAY face masks 
represent one of the latest develop- 
ments in modern cosmetics. Masks are 
sometimes called packs, the choice of 
either term being a matter of taste. 

Face masks were originally used for 
decoration and religious ceremonies. 
As civilization progressed the cosmetic 
value of certain pastes and muds was 
recognized. Gradually various natural 
products were employed, predominat- 
ingly clay. Some of these “clays” had 
remedial qualities. They contained 
“terre vegetale” or bituminous sub- 
stances, iodine, sulphur, etc., and were 
of many different chemical composi- 
tions. These clay-like substances were 
used for centuries against rheumatism, 
gout, etc., and applied to parts or all 
over the body as packs or as mud baths. 
Even hair removing in the Orient was 
accomplished in this manner. In re- 
cent years it has been made possible 
to add to natural products a number 
of chemicals, thus imparting to the 
pack certain specific reactions, reac- 
tions that permit us to classify the 
masks easily. 

The purpose of a face pack is to 
create an increased blood circulation, 


February, 1936 


or removal of superfluous oily skin 
secretions, reduction of the strained ac- 
tivities of the sebaceous glands and 
contraction of the pores and to counter- 
act skin eruptions. Face packs must 
be free from glycerine, petrolatum, 
gums, alkalis, caustic astringents that 
would strongly coagulate the albumen 
of the skin. Oils must also be absent 
except a very small percentage in some 
instances. Application and removal of 
face masks must be simple and easy. 
Therefore an ointment-like texture is 
unsuitable, the adhesion to the skin 
would be too great, it would not only 
clog the pores but require a great deal 
of effort to remove the sticky mass. 
The right texture would be that of a 
light cream, prepared ready for use or 
made freshly from a powder by mix- 
ing it with plain water, witch hazel, 
skin tonic or astringent. The latter two 
can be used only if they are specifi- 
cally recommended, otherwise they 
may interfere with the powder ingredi- 
ents of the masks. Such a light mask 
makes manipulation on the skin un- 
necessary. 

There are three groups of face packs, 
the grouping based not on their action, 
but on their basic composition. 

1. Clay, tale, magnesium carbonate, 
water or witch hazel plus a specifical- 
ly reacting chemical of the nature of 
an astringent, bleach, stimulant, etc. 

2. Colloidal clay, silica, or other 
colloidal base combined with a similar 
specific as mentioned above. 
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3. A combination of either (1) or 
(2) in connection with a greaseless 
cream. 

On the other hand the face packs 
can be grouped with regard to their 
effect on the skin. 

Thus we have: 


1. Packs against facial heat. 

2 = large pores. 

x ™ = oily skin. 

| - blackheads. 

5 pimples and various 
skin eruptions. 

"| es 2 scars and marks. 

fe v oP dark skin or 
freckles. 

8 sallow skin and for 


stimulation. 

The simplest form of a face pack 
consists of the following combination: 
white clay, talcum powder, magnesium 
carbonate, water or witch hazel. 

This paste is applied to the skin as 
in any other instance after the face has 
been thoroughly cleansed. The water 
evaporates and removes the heat from 
the skin. The paste is left on until 
dry and then washed off with cold 
water. This product is absolutely harm- 
less and is the only one to be recom- 
mended to young people. It also coun- 
teracts mild skin irritations. The skin 
will experience a mild tightening, fol- 
lowed later by a well-groomed and 
refreshing sensation. 

The following packs are designed 
to correct some imperfection or attain 
a glorification of an already beauti- 


ful skin for instance, through 
bleaching or stimulation, etc. 

The most common imperfection is 
a skin with large pores. Large pores 
are mostly accompanied by an oily 
skin often paired with blackheads. 
The excreted sebum in such instances 
hardens on the opening of the mouth 
of the duct and reduces or stops en- 
tirely further excretion of sebum. The 
result is first clogged pores which late 
become dark through old cells. 

To reduce large pores, to remove 
or to counteract clogged pores or 
blackheads, a pack will prove most 
effective. It assists in removing ac- 
cumulated heat from the face, super- 
fluous greasy secretions and contracts 
the skin. The pack enters into chemi- 
cal, physical and mechanical reaction 
with the tops of the blackheads and 
promotes their evacuation. 

A face mask used for the above de- 
scribed purpose may consist of a paste 
prepared from white clay, talcum 
powder, magnesium carbonate, water, 
and a certain percentage of a pore- 
contracting chemical, such as 
acid, tannin, zinc phenolsulfonate, etc. 

The effectiveness of a mask depends 
upon the of the 
enumerated chemicals. The paste is 
to be left on the skin for 10-15 min- 
utes as a thin layer and then to be 
washed off. The effect will be that the 
albumen of the skin is partly coagu- 
lated with the result of reduced pores 
and a tight, smooth skin. Of course, 
the coagulation wears gradually off 
and the skin becomes therefore grad- 
ually oily again. The application of 
the mask must be applied regularly 
if the skin is severely afflicted—com- 
mon sense, however, must prevail. It 
is unnecessary to apply the mask all 
over the face if only the nose and chin 
are afflicted. 

It is better to prepare the pack fresh- 
ly from a powder either with water or 
witch hazel. 

If the skin appears lightly too oily, 
but otherwise healthy, it is not neces- 
sary to employ a mask that is astrin- 
gent. The simplest form of mask as 
described in the beginning will suffice. 


boric 


correct percentage 


For Excess Oiliness 


This combination 
will remove the superfluous oil quite 
readily and at the same time remove 
the accumulated heat which always ac- 
companies an over-production of se- 
bum. Although this pack has no 
astringent chemicals, it will slightly 
tighten the skin, and lessen facial heat. 
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This type of mask is of great benefit 
in the months or in warm 
climates. 

If the skin is very oily or is accom- 
panied by large pores and comedones 
the following pack is suggested: tal- 
cum powder of coarse grade, clay 
white, boric acid or zinc phenolsul- 
phonate, water or witch hazel. 

This paste is not merely applied 
and left on to dry, but is to be applied 
to the skin and moved on the skin in 
the same manner as when washing the 
face with soap and water. After a few 
minutes the mask is allowed to remain 
It is afterwards washed 


summer 


and to dry. 
off with plain cold water. 


For Comedones 

If the blackheads 
are abundant a specifically acting 
must be introduced into the 
above formula. The paste becomes 
then a “medicated pack.” As agents 
can be used, salycilic acid, carbolic 


agent 


acid, and others in carefully deter- 
mined proportions under the supervi- 
sion of a qualified person. Packs of 
this type have an excellent antiseptic 
and therapeutic effect upon the skin. 
Sulphur can also be employed 
cially in colloidal or soluble form. It 
acts keratolytic, this means solving of 
the epidermis and a regenerating of it, 


espe- 


at the same time it acts keratoplastic 
or epidermis removing and contract- 
ing. 

A phenol-sulphur or 
phor combination is most efficacious. 
The sulphur can be left out and be 
substituted by phenol alone. The 
phenol-mask is certainly a very effec- 
tive medium for phenol reaction. Phe- 


phenol-cam- 


nol in water solution reacts strongly 
disinfecting because its solubility in 
water is less than in lipoids. This en- 
ables phenol to penetrate into the cells 
of the bacteria. This is very important 
because neither skin 
worms nor accumulations of dirt, but 
definite pathological formations, pro- 
duced by a bacterial disease of the 
glands of the skin—the germ being 
called “acne bacilli.” These germs are 
present in the healthy skin, but do not 
multiply unless constitutional disor- 
ders occur, such as indigestion, consti- 


comedones are 


pation, anemia, excess of starch or 
sweets, acidosis, poor hygiene — gen- 
eral as well as local. The phenol-mask 
must be free from alkalis as pheno- 
lates would form which are entirely 
ineffective. 

Another mask for the same purpose 
is the pepsin-mask. While the masks 


so far discussed are expected to dry 
on the skin, the pepsin mask is to be 
kept moist. The moist mask is kept 
warm through the temperature of the 
body. The mask consists of talcum 
nowder, pepsin, hydrochloric acid, di- 
luted, water. 

The paste covers the face and a 
moist cloth is placed over the mask 
to prevent it from drying. It is left 
on for a few hours. If a paste is not 
desired, the talcum is omitted from the 
above formula. 

This method of combatting come- 
dones is most successful and effective, 
because it is directed against the for- 
mation of excessive cells. The content 
of the horny cells is being used up; 
this causes not only softening of the 
horny layer, but reducing of the ex- 
ter a few days of application of the 
paste the comedones may be removed 
by washing the skin with a coarse wash 
cloth. 


cessive development of the cells. 


For Skin Eruptions 
Masks for skin 


eruptions or especially for pimples are 
similar to those described for black- 
heads 


there are a few suggestions for packs 


generally spoken. Following 


specifically acting against skin erup- 
tions. 

1. Magnesium carbonate, talcum. 
clay, sulphur, phenol, water or witch 
hazel. 

2. Taleum, clay, phenolated cam- 
phor, boric acid, water or witch hazel. 

3. Magnesium carbonate, talcum, 
fullers’ earth, salycilic acid, water o1 
witch hazel. 

The pepsin mask in a somewhat 
stronger form than that for comedones 
will affect acne most successfully. 

In cases of scars and marks the pep- 
sin can be modified through suprare- 
nin, which as such is not resorbed; but 
in combination with pepsin it is not 
only kollagen softening but also read- 
ily absorbed. A skin peeling agent 
can also be introduced into the base 
of the stimulation pack; this we will 
discuss later. 


For Bleaching 
Another class of 
packs will lighten dark skin. 

1. Magnesium carbonate, talcum, 
clay, ammonium carbonate, hydrogen 
peroxide, or, 

2. Magnesium 
clay, sodium 
peroxide, or, 

(Continued on page 85) 


talcum. 


hydrogen 


carbonate, 
perborate, 
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YLANG-YLANG & 


CANANGA OILS 


Their chemistry and role in perfumery 


by Dr. VICTOR G. FOURMAN, Chief Chem- 


ist, Campagnie Parento, Inc., New York. 


YLANG - YLANG 
(ihlang-ihlang) means “flower of 
flowers” in the Malayan language. The 
oil is obtained from the greenish yel- 
low flowers of the cananga odoratum. 
The tree is cultivated throughout 
Southern Asia and the flowers of the 
cultivated tree have a fine fragrance, 
whereas the flowers of the wild tree 
are not so strongly scented. The plant 
is grown best in the Philippine Islands 
and it is in Manila that the best oil is 
distilled. Considerable quantities of 
the oil are also distilled in Réunion. 
Only the oil which is exported from 
the Philippines and from Réunion is 
known as ylang-ylang while the oil 
from Java and nearby territories is 
called cananga. It is most interesting 
to note that both ylang-ylang and can- 
anga oils are derived from one and 
the same plant and that the difference 
between the two oils is due entirely to 
the locality where the plant is culti- 
vated. This fact furnishes us with an 
excellent example of how climatic con- 
ditions and the character of the soil 
influence the oils which are obtained 
from plants. 

R. F. Bacon, who carried on a thor- 
ough investigation of the distillation 
of ylang-ylang in the Philippine 
Islands, reports that the finest quality 
of this oil is produced from the ripe 
yellow blossom and that the best blos- 
soms are usually picked in early sum- 
mer. In his opinion, the oil obtained 
from the provinces outside of Manila 
is inferior due to the crude methods of 
distillation employed and not because 
of the poor quality of the flowers. A 
few of the large distillers in Manila 
now have distillation carried out un- 
der their supervision outside of the 
capital city and are able to obtain the 
same price for this oil as for the ylang- 
ylang distilled in Manila itself. Slow 
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distillation with steam yields the finest 
oil and to obtain one kilo of pure 
ylang-ylang of finest quality it is nec- 
essary to distil 400 kilos (0.44 ton) 
of the blossoms. However, by “push- 
ing” the distillation, two kilos of the 
oil may be obtained from this weight 
of the blossoms, but in this case the oil 
is of second or third-rate quality and 
anyone who has had experience with 
the best ylang-ylang would have little 
difficulty in recognizing the difference 
merely by olfactory tests. When leaves 


and twigs are mixed with the blossoms 
to increase their weight the oil ob- 
tained from such a mixture is hardly 
comparable to Manila ylang-ylang. 








Ylang-ylang oil is sensitive to light, 
heat and air, and the method of stor- 
age used certainly affects its quality to 
a considerable extent. It should al- 
ways be kept in well-filled vessels, 


tightly sealed and stored in a dark 
cool place. It may be kept with safety 
in tin or tinned copper containers un- 
der these conditions. 

Terpeneless ylang-ylang has been 
described in the French chemical jour- 
nal, /ndustrie Chimique'’. 

It is very difficult to establish 
definite physical and chemical con- 
stants for ylang-ylang, Manila, more 
so in fact than for most essential oils 
since there is considerable difference 
of opinion among the important dis- 
tillers as to when the distillation must 
be stopped in order to obtain the maxi- 
mum yield of oil consistent with finest 
quality. 

In general, authentic samples of 
the Manila oil vary within the limits 
tabulated below, but these limits for 
each of the five constants listed are so 
wide that they are hardly of value in 
estimating the quality of the oil. Fur- 
thermore, we find. that samples of ca- 
nanga fall within these 
limits, although the odor 
is “miles apart.” In order 
to show that ylang-ylang 
and cananga are not only 
botanically identical but 
related very closely in a 
physical and chemical 
sense, the constants for 
cananga oils are placed 
side by side with those 
of ylang-ylang for com- 
parison in the table on 
the following page. 

It is not difficult to ap- 
preciate the fact that there 
is a danger in placing 
too much reliance on the 
physical and _ chemical 
constants given in the 
table on page 60 in pass- 
ing an opinion on the 
quality and value of a par- 
ticular sample of either 
vlang-ylang or cananga. 
When we realize that an 
authentic sample of ylang- 
ylang may dissolve read- 
ily in half its volume of 
90% alcohol and that an- 
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Ylang-Ylang Cananga 
1. Specific gravity at 30°/4 0.911 to 0.958 0.896—0.942 
2. Optical rotation 27° to 49.7 27° to —87 
3. Refractive index at 30 1.4747 1.4940 1.4788 1.5082 
4 
5 


Physical and Chemical Constants 2 to 10 per cent ina long list of floral 
odors, so that it well deserves the name 
“flower of flowers.” The most impor- 
tant of these odors to which it contrib- 


Ester value 90 to 138 12 to 94 : ; p 
utes its character are: hyacinth, lilac, 


Solubility in 90% alcohol 0.5 to 2 volumes 


other sample of the oil of equal quality 
from the perfumer’s point of view re- 
quires two volumes of 90% alcohol to 
form a clear solution, we are obliged to 
admit that a good nose will tell us 
more about 
number 


ylang-ylang than any 
of calibrated burettes and 
graduated cylinders. The refractome- 
ter, pyknometer and polariscope, in- 
struments of great precision and value 
in studying the purity of many essential 
oils, can offer us little aid in the exam- 
ination of ylang-ylang and cananga. 
In spite of this, we must not think that 
the above physical and chemical con- 
stants are entirely without value. Oils 
of ylang-ylang which have a low re- 
fractive index, a low optical rotation 
and a high ester value can with a fair 
amount considered 
good, but no chemist, unless he finds 
them obviously adulterated, will say 
they are bad if they fail to meet these 
specifications, or pronounce them ex- 
cellent if they do meet them. Our 
knowledge of these oils and their chem- 
istry is still limited and our tests can 
only improve as progress is made in 
their study. 

Although the presence of a large 


of certainty be 


number of chemical compounds has 
been established in ylang-ylang Manila 
by various investigators, a number of 
constituents of the oil remain un- 
known. The most important of the 
bodies which have been identified are 
as follows: 


ALCOHOLS 
para cresol methyl ether 
]-linalool 
geraniol 
eugenol perhaps as ethers 

iso-eugenol 

benzyl alcohol 


ESTERS 

formates 

acetates (mainly as benzyl acetate) 

valerates 

benzoates (mainly as benzyl and 
methyl) 

salicylates (mainly as benzyl and 
methyl) 


Glichitch and Naves, who made a 
thorough study of the chemistry of 
ylang-ylang from the French Islands 
in the Indian Ocean, found that the oil 
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contained about 50 per cent non-odor- 
iferous principals, 40 per cent terpenes 
and about 10 per cent benzyl benzoate. 
From this analysis one is led to be- 
lieve that the characteristic odor of the 
oil may be due to the terpene content 
and to various alcohols, esters, etc., 
present in small amounts. 

As contrasted with other flowers, ex- 
traction of the ylang-ylang blossoms 
with volatile solvents yields only one- 
half to one-third the amount of oil ob- 
tained by steam distillation. This indi- 
cates that the volatile constituents do 
not all pre-exist in the flowers but that 
a considerable portion of them break 
down during the distillation process. 

Extracted oil (by volatile-solvent 
process) of ylang-ylang is a semi-fluid 
mass having an agreeable, extremely 
powerful and persistent odor, appre- 
ciably different from that of the dis- 
tilled oil. By many experts it is con- 
sidered a superior product. Its greenish 
color is due to chlorophyll. 

Sesquiterpenes are absent in the ex- 
tracted oil, hence their presence in the 
distilled oil must be due to the forma- 
tion of these hydrocarbons in the 
course of the distillation of the flowers. 

In order to obtain this ylang-ylang 
absolute, the flowers are treated with 
petroleum ether which dissolves the 
odoriferous oils as well as much of the 
material from the blossoms. 
When the petroleum ether isevaporated 
off, a mass remains as the residue, and 
is known as the concrete. This concrete 


wax) 


is dissolved in alcohol, which is then 
cooled to precipitate much of the waxy 
material, evaporated off, and the resi- 
due which remains is ylang-ylang abso- 
lute. The process for the production of 
this absolute is essentially the same as 
that for practically all floral absolutes. 
Ylang-ylang absolute has an odor that 
is finer and at the same time more last- 
ing than that of ylang-ylang oil itself. 

The following products blend well 
with ylang-ylang: linalool, linalyl ace- 
tate, methyl eugenol, and geraniol. A 
number of interesting bouquets can be 
obtained by the use of ylang in con- 
junction with neroli, jasmin and iris. It 
is often used in fixation of floral odors 
in general and with excellent results in 
the fixation of violet along with orris 
and sandalwood. It is used from about 


muguet, jasmin, gardenia, narcissus, 
mimosa, reseda, iris, and sweet pea. 


‘Industrie Chimique, vol. 10, 


year 1923. 


pg. 414. 


Madagascar Essential Oils 

Exports of essential oils from Mada- 
gascar increased over 25,000 kilograms 
during the first 6 months of 1935 in 
comparison with the same period last 
year. The increase was noticeable in 
exports of ylang-ylang, clover and 
lemon grass. Essence of geranium 
shipments were smaller, while pat- 
choul exports were about the same, as 
shown in the following table: 

First 6 Mos. First 6 Mos. 
1935 1934 
Kilos, net Kilos, net 

274 469 
14,888 11,048 
70,433 18,879 
23,707 20,957 

310 321 

788 1,153 


Geranium 
Ylang-Ylang 
Clove 

Lemon Grass 
Patchouli 
Others 


Total 110,400 82.827 

Exports of essential oils from Mada- 
gascar dropped slightly from 220,316 
kilos in 1933 to 214,783 in 1934. In 
an analysis of the exports for the en- 
tire year 1934 compared with 1933 
the most important product was clove 
oil, shipments of which declined from 
142,654 to 127,005 kilos; exports of 
ylang-ylang oil were unchanged at 22.- 
777 kilos, while geranium oil improved 
slightly to 791 kilos. Exports of lemon 
grass oil were also slightly higher at 
52,179 kilos, while patchouli oil was 
slightly lower at 567 kilos. No cinna- 
mon oil was exported from Madagas- 
car in 1934, although the trade in 1933 
totaled nearly 3000 kilos. Small quan- 
tities of thyme oil are also shipped 
from Madagascar. 

The summer markets for Madagas- 
car essential oils in France were quiet. 
Prevailing prices per kilogram are 
available to interested firms upon ap- 
plication to the Chemical Division of 
the Bureau of Foreign and Domestic 
Commerce. (Vice Consul Davis B. 
Levis, Paris.) 


Thymol Imports in U. 5. 

Imports of thymol into the United 
States during the first 9 months of 
1935 amounted to 14,716 pounds 
valued at $18,853. Germany was the 
principal supplier. 
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IN a recent survey made by an 
old perfume house, some very interesting 
information was brought to light. The 
survey was made to determine what 
the consumer reaction was to the per- 
fumes created by this house, as com- 
pared with those of competitors. 

It was found that despite the 
fact that though a great deal 
of time and money has been 
spent in popularizing exotic 
odeurs, floral bouquets or sin- 
gle flower odeurs were over- 
whelmingly preferred, as a steady 
diet, by women of all types and classes, 
regardless of environment or geo- 
graphical location. 

This is contrary to the general opin- 
ion prevailing in the industry, which 
is to the effect that because women are 
now more sophisticated, similar types 
of perfumes will be more in demand. 

This view overlooks the style trend 
in fashions. There is evidence on every 
hand that there is now a revival of the 
feminine era. Interview fabric de- 
signers and manufacturers; stylists, 
trained to keep their ears to the 
ground; fashion editors; artists; 
buyers of imports in both fabrics and 
original dress models; buyers of ac- 
cessories; American couturiers — oh, 
there are some!—and compare your 
notes made anent the independent en- 
sembles of yesteryear, and you will be 
cognizant of the fact that as go femi- 
nine preferences in clothes, so go fem- 
inine preferences in perfumes. 

The aforementioned test was carried 
out in a manner which precluded the 
possibility of prejudice for or against 
a perfume. The selections were due en- 
tirely to women’s desires for and ap- 
proval of a particular type of frag- 
rance. The method used was a modifi- 
cation of a plan devised by Professor 
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by Edna Colladay Pierce 


Poffenberger of Columbia Uni- 
versity, in conducting a similar 
test for a New York department 
store, some few years ago. 

The results of the test, though 
contrary to generally accepted 
tenets of consumer demand, 
seem logical enough when 
analyzed from the feminine 
viewpoint, and psychologically 
inevitable when considered 
from the style trend standpoint. 
Perfumes and cosmetics, like 
all other articles created for the 
woman’s market, must follow 
this trend or anticipate it if 
possible. 

It is only necessary to re- 
member that women adore flowers. 
Corroboration, if indeed it were 
needed, would be found in the fact 
that inquiry among florists indicates 
that though many non-fragrant flow- 
ers of spectacular beauty are used for 
decorative purposes, at least two-thirds 
of their business is with the fragrant 
variety. 


Think back to post-war days and 
remember how the independence of 
thought; the necessary freedom of 
action which was characteristic of 
women in those days, were the direct 
outcome of the great conflict. Woman 

(Continued on page 62) 





THESE days the stores are 
clearing out their stocks of unsold mer- 
chandise. And nearly always there's 
a counter somewhere away from the 
regular toilet goods section where bar- 
gains are to be had. 

Are yours among them? 
Sometimes these items are part of 
well-known lines; more often they are 
those of lesser known brands, and they 
tell sad stories of either false hopes or 
faulty premises. 
Unless you court losses don’t invite 
them by placing too large 


THE QUESTION BOX 


You will find here some of the questions 
that are being asked us by manufacturers, 
wholesale and retail outlets, store executives, 
the consumer; and our replies to them. 

The Question Box will act as a clearing- 
house to help you solve your merchandising 
and sale’ promotion problems. Send us your 
own questions. We shall be glad to answer 
them. 

I.—Please tell us what, in your opinion, in- 
fluences women in the purchase of perfumes, 
and what proportion do these represent? 

According to best authority: 

48% of the women who buy perfumes are 
influenced by odeur. 

45% by the appearance of the package and 
bottle. 

Only 7% are influenced by price. 

69% change their brands frequently. 

What women read, see and hear about per- 
fumes and cosmetics, has the greatest percent- 
age of psychological effect upon initial 
purchases. Resales depend upon the appeal 
and satisfaction of the product itself. 


an order in a store just 
because your salesman 
can sell one. The bigger 
the order the more he 
makes, as a rule, but this 
isn’t always so for you. 

Buyers won't cut prices 
unless you permit them to 
do so. And if you don’t 
make it a part of your 
merchandising policy to 
anticipate the danger, it’s 
your own fault if it hap- 
pens. 

Short stocks and quick 
turnover; prompt deliv- 
eries and canny coopera- 
tion with the buyer; ac- 
curate information as to 
each individual store pol- 
icy; initial perceptive 
gauging of each retail 
outlet, and the mainte- 
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nance of good-will with the merchan- 
dise manager, will avoid the pitfalls 
of over-stocking, unanticipated delay 
in seliing and over-enthusiasm. 

Think it over carefully. Reflection 
and decision on these points will pay 
you in dollars and cents, lack of undue 
anxiety and lost momentum. 

* * % 

Have you ever asked yourself why 
the duo and trio perfume packages, in 
fact all the smaller sizes in two, three, 
four or more perfumes, are selling bet- 
ter than some of your larger ones? 
Maybe they’re yours, perhaps they are 
those of your competitor. 

It isn’t just because women have be- 
come price-conscious as a result of 
the depression, for long before that, 
she was buying perfume by the dram, 
in boom times, in spite of the fact that 
she probably had two or more large 
bottles of her favorite perfumes at 
home. 

We like to experiment, we women. 
We like to buy a little of this and a 
little of that perfume to harmonize 
with the mood of the moment; to go 
with a particular frock; to be an ally 
or an accomplice on an especially gay 
and festive occasion. And how do we 
know the perfume we buy will mean 
more to us than that? 

If we like any one of them well 
enough, you may be sure we will trot 
right back to the store where we bought 
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played her part in that grim tragedy, 
and she could not have done so dolled 
up in clinging draperies or sumptuously 
fabriced frocks, any more than she 
could in hoop skirts. Nor was she in 
the mood for them. She was clearing 
her wardrobe decks for action! 

Women, then, were attired in the 
way best adapted for their occupations, 
and they are doing the same thing 
today, and will continue to do so. What 
are women occupied with now? Reflect 
for a few moments and you'll know. 
Today she’s working at being essen- 
tially a woman! 

Just as for a long time after the war, 
its aftermath had a tremendous influ- 
ence in feminine clothes, so now prac- 
tically every woman considers her 
social life as important as any other 
part of her existence—and many of 
them, of course, more so! 

If your are masculine, you will prob- 
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it, or perhaps to some other store 
where we may be shopping then, or to 
our neighborhood drug store, and buy 
some more! 

Then the first thing you know, we'll 
have a whole collection of the larger 
size bottles of perfumes we really want 
to have as boon companions. For a 
long time the only way we could in- 
dulge this wistful desire to change 
ourselves for a little while, was to buy 
a new perfume by the dram, and we 
didn’t know it was a shock to you to 
have us pass up your beautiful large 
bottles of the same perfume, nor would 
we have particularly cared if we had! 

But now you've reluctantly, at first, 
then resignedly and by degrees, given 
us small sized bottles of your own, in 
boxes of two, three, four or five dif- 
ferent odeurs in your line, and so we 
buy those, especially if we liked the 
large bottle of one of your perfumes 
we once bought because it smelled nice 
and came in such a lovely bottle that 
we rather wanted to show it off on our 
dressing-table, or maybe some one gave 
it to us as a birthday gift. 

Or have you? If you haven't yet 
realized how we are, and why we want 
to do it 
we might, even if we like your line as 
a whole, decide to buy the small bottles 
of your competitor’s perfume. because 
he seems to understand us better, and 
we do enjoy being understood! 


get on the band-wagon, for 


NDULUM 


preceding page) 


ably ask, “Why?” Because having 
swung definitely in one direction, the 
style pendulum must swing quite as 
definitely in the other. When it is 
swinging regularly, however, there is 
little danger of extremes. Hence, just 
because women’s activities during the 
war, pre- and post-war, days called for 
short skirts, and they were worn with 
unanimous acclaim, and we are now 
at the other extreme in clothes, it does 
not follow that we will ever return to 
the days when it was “fashionable” for 
gentlewomen to faint at least once a 
day, and tight lacing made it not only 
possible, but probable that this gentle 
indoor pastime was not always feigned! 

And did this departure from the 
short - bobbed, short - skirted regime 
affect the cosmetic and perfume indus- 
try? Undoubtedly! Hence, now that 
the pendulum has swung again in the 
direction of feminine allure, there will 





be a wider market for perfumes, 
creams, astringents, lotions, eye-make- 
up, rouges, lip-sticks, nail-polishes, 
powders, sachets and _hair-brushes! 
Also modern sophisticated odeurs will 
have their place as does the smart 
tailleur, but the predominance of 
feminine desire will be for florals. 

And while we're on the subject, 
gardenia, that pervadingly sweet flower 
scent, has had its gay and festive way 
for some time now. If it isn’t called 
“gardenia,” it may remain in favor 
indefinitely, but don’t pin your faith 
to its ultimate survival, and don’t 
hurry to create it if you haven't one 
already in your line. For—there’s a 
NEW flower scent hovering on the fem- 
inine threshold, and it’s an old-fash- 
ioned flower, this time, and it grew in 
your grandmother’s garden! 

Watch the pendulum, Mr. Manufac- 
turer! Observe the signs, inquire about 
in the style centers, and as surely as 
spring follows zero weather, Milady 
is going in for diaphanous frocks, deli- 
cately scented cosmetics and floral per- 
fumes. 


JAVA CITRONELLA OIL 

Citronella oil prices at Batavia 
reached the lowest level in years dur- 
ing the third quarter of 1935, the re- 
turns to producers being so unremu- 
nerative that many agreed to voluntarily 
curtail output until prices improved. 
Foreign markets showed little interest 
in buying at these low prices, and most 
of the actual purchases made during 
this period were by speculators when 
it became evident that the prolonged 
drought which lasted throughout the 
third quarter of 1935 would seriously 
curtail the output during the remainder 
of the year. 

Exports of citronella oil from Java 
during the third quarter of 1935 
amounted to 380,038 kilos valued at 
{.288,957 compared with 434,683 kilos 
valued at f.413,169 during the corre- 
sponding period of 1934. Total ex- 
ports for the first nine months of 1935 
amounted to 1,232,750 kilos valued at 
f.950,449 compared with 1,260,702 
kilos valued at f.1,451,980 during the 
same period of 1934. 

Exports to the United States during 
1935 declined to such an extent that 
this country was displaced as the prin- 
cipal market by France, shipments to 
the United States amounting to only 
272 metric tons during period Janu- 
ary-September, 1935. 
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Should We Discuss Within the rank and file of 
Trade Practices? the industry there exists no 
such wide divergence of views 
on the subject of trade practices as that outlined in the 
two strongly conflicting articles on this subject recently 
appearing in these pages. Between the extreme ideas ex- 
pressed by the two competent and forceful writers, there 
is a wide middle ground and it is in this middle ground 
that the solution of the whole problem of trade practices 
and association activities regarding them seems to lie. 

It is obvious that those in the industry who would like 
to see some discussion and perhaps a settlement of this 
problem are all strongly in favor of co-operative work 
and of a strong trade association within the industry. Those 
who oppose action on the trade practice question are just 
as keenly interested in association work, for they base 
their main argument in opposition upon the statement that 
trade practice discussion will wreck the only real organi- 
zation which the industry has. 

Both of these extreme positions are quite understand- 
able. Those who see trade practices as an important factor 
in future toilet goods success naturally desire to work at 
once for the correction of conditions. They are stimulated 
in this by the apparent success of the Code while it was 
in operation. At the same time, those who have been 
active in association matters, remembering what has hap- 
pened in the past, naturally insist that nothing be done at 
this time which would disturb a national association doing 
excellent work along legislative and other constructive 
lines. This latter group, while interested in trade prac- 
tices, as all manufacturers must be, believe that other 
matters are of more immediate importance. But will they 
be able to maintain this position ? 

The discussion of trade practices and their effects upon 
the toilet preparations industry and business cannot be 
quieted by a resolve on the part of trade leaders that their 
association must not take them up. Regardless of the ex- 
cellent reasons which seem to exist for confining associa- 
tion activities to legislation, taxes and other matters on 
which there is unanimity of opinion, any manufacturer 
who finds “his girl” being PM’d by three other producers, 
any seller who has his goods hidden away because he does 
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not give that extra secret 5 per cent, any advertising mana- 
ger who hears his products maligned over the radio in a 
very thinly disguised “promotional” attack, is going to 
discuss trade practices. He may have to talk to himself 
or only to a friendly bartender but talk he will. What he 
says off the record is likely to have far more harmful effect 
upon toilet goods in general than any amount of open dis- 
cussion in a convention session. 

It is our modest opinion that something will have to 
be done about bad merchandising and bad advertising, 
about PM’s and hidden demonstrators, about returned 
goods and consignment selling, about extra discounts for 
mythical “services,” in short, about all of the things which 
the late code covered. If nothing is done, this will cease to 
be a profitable business. It has almost ceased to be a profit- 
able business in some stores and in some parts of the coun- 
try already. 

This is by no means an attack upon the Toilet 
Goods Association, or a complete endorsement of the 
views expressed in the article by “Anonymous.” It is not 
a suggestion that we turn this spring’s convention into a 
Donnybrook Fair. It is not even a suggestion that the 
Toilet Goods Association should at this time reverse its 
present policy of handling legislation and taxes almost 
to the exclusion of other worthwhile trade association 
activities. It is merely a reminder that, while other things 
may seem more important at the moment, the subject of 
trade practices is one which will not down because it is 
vital to the future of the industry. 

These things must be discussed. The house must be 
cleaned. We must stop bad advertising. We must cease 
destructive competitive methods. If we do not, we cannot 
hope that the industry will continue the progress which 
it has enjoyed in the last twenty years. 

The question is whether the toilet preparations industry 
will be a leader or a laggard in the procession of com- 
merce toward sound and constructive business methods. 
That is the subject to which, in our opinion, the best 
minds of the industry must give attention and on which 
the best efforts of the industry must eventually be ex- 
pended. To continue to drift is to jeopardize our entire 
future. 
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I\ the eyes of the 
average consumer of perfumes and cos- 
metics, the package is truly a part of 
the product. Hence the manufacturer 
should see that the package reflects the 
high quality which he knows is really 
inherent in formulas and technique. 

A new product by a manufacturer of 
an old, well-established product has 
little difficulty in gaining acceptance if 
the consumer immediately forms an as- 
sociation between the new and the old. 
In the mind of the average consumer, 
it is a short step from “they look alike” 
This 


mental association between the new and 


to “one is as good as the other.” 


the well-established members of a line 
can be fostered by tailoring a certain 
amount of similarity into the contain- 
ers. 

The attainment of, first, good quality 
in containers and, second, a family re- 
semblance among containers, depends 
largely on the material from which the 
containers are made. The finish enters 
in, but that too depends on the mate- 
rial. The container materials should be 
strong and light and unaffected by the 
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contents and by exposure to the air. 
The contents should also be unaffected 
by the material of the container. These 
are qualities which not only impress 
the consumer favorably, but prevent di- 
rect losses to the manufacturer in the 
form of breakage and spoilage. The 
material must be versatile. This is 
necessary in order that it may be used 
for bottles, jars, tubes and cans. Ver- 
satility should extend to the finishes so 
that one brand can be readily distin- 
guished from a competing brand pack- 
ed in a similar type of container. 

a metal—which 
meets all these qualifications. It is light, 


There is a material 


strong and rust-proof. It is non-toxic. 
By variations of only one metal-work- 
ing process, impact extrusion, it can be 
made into many different types of con- 
tainers, including bottles, and round, 
square and oblong cans. By this proc- 
ess, especially applicable to aluminum 
and its alloys, seamless containers can 
be made with the bottoms thickened and 
the corners filleted for greater rigidity 
and strength. 

Impact extrusion consists in placing 
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a blank of aluminum in a cup-shaped 
die and driving a lipped punch down 
upon it with a single blow. The punch 
lip clears the die by an amount equal 
to the intended side wall thickness of 
the container. Under the impact of the 
blow the metal is forced upwards 
through this clearance to form a con- 
tinuous vertical wall. The punch rises, 
carrying with it the extruded shell, 
which is stripped off while a new blank 
is placed in the die. All this is done 
mechanically at the rate of 25 to 50 
cycles per minute. During the same op- 
eration, the head end of the can is 
formed to the desired shape by being 
pressed into the contour of the die re- 
cess. 

The most familiar aluminum impact 
extruded product is the collapsible 
tube. Aluminum collapsible tubes are 
unusually strong as a result of their de- 
sign and the material from which they 
are made. The shoulder of the tube is 
made heavy in order to resist accidental 
crushing, while the walls are thin and 
limp. The closure at the bottom of the 
tube can be made without the use of a 
clip; the bottom of the tube is simply 
rolled over and crimped. Such a joint 
stays tight in an aluminum tube because 
the cold working involved in the crimp- 
ing hardens the metal considerably. A 
number of styles of top are available 
including the blind neck, the regular 
screw top and the blind screw-eye clo- 
There are also various nozzles 
and applicators which are interchange- 
able, size for size with the caps, because 
they and the tube neck have standard 
threads. 

The chemical compounds of alumi- 
hum are non-toxic, colorless, odorless 


sure 
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and tasteless, and will do no harm to 
the product. Most neutral and slightly 
acid products have little or no effect on 
the aluminum tube. Alkaline pastes 
may be packaged in aluminum by in- 
corporating a minute quantity of an 
inhibitor in the contents. Coatings on 
the inside of the tube will also prevent 
trouble from this quarter, without the 
necessity of adding constituents to the 
formula. 

Among the products which are 
packed in aluminum collapsible tubes 
are brushless shaving creams, dental 
(reams, ointments and cold creams. 

Impact extrusion is also used to make 
cans of various shapes and sizes. These 
may be round, square, or oblong in 
cross-section and may have thickened 
bottoms and filleted corners to afford 
greater strength. The chief restriction 
on the process is that the cross-section 
should be uniform, but by combining 
other metal-working processes with 
impact extrusion—such as spinning, 
drawing and forming, even this restric- 
tion may be removed in many cases. 
Whether an impact extruded can is the 
economical solution to the packaging 
problem depends on one additional fac- 


Fifty Years Old 


February 23 marks the fiftieth 
anniversary of the discovery of 
the electrolytic process for the 
manufacture of aluminum by 
Charles Martin Hall, a young 
graduate of Oberlin College. This 
process brought the price of 
aluminum down to that of other 
common industrial metals, mak- 
ing many of its present uses eco- 
nomically practical. It seems par- 
ticularly fitting that this impor- 
tant industrial anniversary should 
be marked by this discussion 


of the uses of the metal in the 
toilet goods industry—EDITOR. 
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tor—the height should usually be two 
or more times the diameter of the base. 
Impact extrusion leaves the extruded 
shell, whether it be tube, bottle or can, 
in a hard condition. In the tube, the 
hardness ie removed by annealing to 
impart ?_xibility to the side walls, but 
cans and bottles are left in the hard 
condition, since rigidity is desirable. 
Impact extruded cans of a wide 
range of sizes and shapes are made 
of aluminum and are suitable for 
the packaging of powders, solids 
and creams. Extruded bottles are 
suitable for liquids, dental pow- 
ders and a considerable number of 
them -have been used in shipping 
essential oils. 

Impact extrusion is one of the 
most useful processes for making 
aluminum containers and is often 
the most economical. When it is 
not the most economical, some of 
the other fabricating methods ap- 
plicable to aluminum may be used, 
thus permitting uniformity in re- 
spect to the container material, if 
not in the method of manufacture. 
Die-casting, drawing, spinning 
and pressing are some of the pos- 
sible processes which may also be 





employed to make aluminum contain- 
ers. 

Aluminum tubes, bottles and cans 
may be finished in lacquer or by print- 
ing. For solid color work on cans, 
boxes, bottles and other articles having 
sufficient thickness, the metal may be 
treated by a special patented process. 
This process consists in anodically 
treating the metal so as to give it a 
hard, tenacious, transparent oxide sur- 
face. Natural aluminum already has 
an oxide layer of this type, but it is ex- 
tremely thin. The special process in- 
creases its thickness to an amount which 
affords substantial protection against 
abrasion and corrosion. The added 
layer also has the interesting property 
of absorbing a number of organic dyes. 
Thus it provides both a means of deco- 
ration and a protective coating for 
aluminum. By engraving or stop-off 
printing, contrasting effects may be ob- 
tained with this finish. 

The variety of forms into which alu- 
minum can be worked and the variety 
of finishes which can be applied to it 
bring about two valuable results: all 
containers may be styled to a line; 
every line can be made distinctive from 
from every other line. 
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Answers will be published as rap- 


We shall be glad to reply promptly by mail to 


any reader whe will enclose a self addressed envelope with his query. 


50.—SKIN LOTION AND 
SURGERY WAX 
Q. Weare planning to manufacture an 
antiseptic skin lotion similar to “Zemo”™ 
and a plastic surgery wax. We will ap- 
preciate it very much if you will give 
us a formula for manufacturing these 
H. F., St. Louis. 
A. THe AMERICAN PERFUMER is a 
journal of the toilet goods and flavor- 
ing extract trades, and obviously your 
question is just outside of its realm for 
discussion. However, we can tell you 
this. No matter what kind of lotion you 
make for the skin, if you label it “anti- 
septic.” be sure that bacteriological 
tests show it to be so. We don’t know 
what “Zemo” 
lyze it. As for the plastic surgery wax, 


items.— 


is and we cannot ana- 


we must confess ignorance. We don’t 
know what it is and therefore cannot 
advise you on it. However, some of the 
paraffins have been used in plastic sur- 
gery of sorts, but we cannot tell you 
any more about this. Better see some 
journals of the beauty trades. Sorry. 


51.— LIQUID CLEANSING CREAM 
Q. We propose to manufacture a liquid 
cleansing cream of approximately the 
jollowing composition. (Formula fol- 
lows.) To the above we desire to add 
viosterol with a potency of 10,000 
units vitamin D per gram. We would 
appreciate your advice as to the best 
method of incorporating the viosterol 
and the amount to use—O. S., Los 
Angeles. 
A. We take it for granted that the vios- 
terol you have is graded for vitamin D 
potency according to the U.S.P. X 
1934 Interim Revision method. Your 
cream can contain from 5 to 10 vita- 
min D (A.D.M.A. units) per gram of 
finished cream, which is equivalent to 
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D units (U.S.P. X 


1934 Interim). To incorporate, dis- 


1.5 to 3 vitamin 
solve your viosterol in the olive oil, 
then mix with the other ingredients in 
the usual fashion. Use an amount of 
viosterol commensurate with the cost 
your product can afford. We suggest 
that you replace sodium benzoate with 
a mixture of methyl (0.05 per cent) 
and propyl esters (0.1 per cent) of p- 
oxybenzoic acid. Dissolve the methyl 
ester in the water and the propyl ester 
in the oils. Use a jar or bottle that will 
give you protection from light. Be sure 
that any statement of vitamin potency 
is based on biological feeding tests, 
which you can have done by several 
reputable laboratories. 


52.— WATER SOLUBLE LIQUID 


(. We are in search of a water soluble 
liquid of low vapor pressure to main- 
tain the viscosity of a depilatory cream. 
/t must not react with sulfides nor in 
any way impair depilatory action. We 
are trying to eliminate the drying out 
of the paste in tubes. Any information 
you can give us will be very much ap- 
preciated.—S. P., Cleveland. 

A. That is some order. But have you 
tried glycerine, glycerite of starch, or 
some of the glycols? Just as an experi- 
ment you might try a bit of sulphonated 
oil—this is just a guess though. That 
is about all we can tell you about ii. 
Here are some pointers also. Do you 
use a closed tip tube? You should or 
the mass will dry out before used. One 
authority says that you cannot use zinc 
oxide, and should leave out such ma- 
terials as talc, china clay, precipitated 
chalk and others that give a heavy 
paste. Read Winter's Handbuch der 
Gesamten Parfumerie und Kosmetik, 
pp. 675 and 678, you may get some 


ideas from it. Fatty material such as 
lanolin is sometimes used to keep the 
mass soft. If this doesn’t help you, let 
us know and we'll try to get more on 


this for you. 


55.—LIQUID CREAM 
Q. We have been a subscriber to your 
magazine for several years and are 
taking the liberty of coming to you 
with a problem. We are manufacturing 


a liquid cream which develops a curd) 


appearance and after several weeks 
shows a slight separation. The formula 
jollows. (The formula is then given 
with method of manufacture.) Any 
suggesiions you may be able to offer to 
overcome this trouble will be greatly 
R. S. K., Chicago. 


A. It makes us feel good inside to know 
Ce 


appreciated. 


that you think enough of our journal 
lo come to us with your problem, and 
so are pleased to scrutinize and make 
suggestions regarding your formula. 
We do wish that you had mentioned 
just what type of lotion this is sup- 
posed to be. But we presume that it is 
supposed to be either a tissue cream or 
cleansing cream. If it is the former, 
there is not enough lanolin in it. If it 
is to be the latter, you don’t need lano- 
lin in it. The graininess is probably 
due to the stearic acid, which is present 
in excess. Separation after a short time 
indicates that the product is either or 
both, not well emulsified or properly 
formulated. Then, too, you are using 
too much preservative in your for- 
mula. Reduce the stearic acid by a half. 
then make your formula. Let us know 
how it turns out. 


54.—TUGWELL BILL 


Q. Will you please be good enough 
to advise what has become of the Tug- 
well Bill?—J. L. Z., West Palm Beach. 
A. The original Tugwell Bill was 
superseded by the Copeland Food. 
Drug and Cosmetic Bill, known as 5.5. 
This bill was passed by the Senate 
and went to the House at the last se:- 
sion of Congress. Considerable opposi- 
tion has arisen to it in quarters which 
had previously been expected to sup- 
port it, and in view of the probable 
short session of Congress, and the fact 
that so many other matters must come 
up, our best information is that it will 
not be passed at this session. At the 
same time, some quarters expect that 
it will be brought up in the House and 
passed without material amendments 
from its present form. 
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P & G Announce Vacation Plan 


In connection with 
the semi-annual dividend day and the 
distribution of $600,000 to employees 
under the company’s profit sharing 
plan, President R. R. Deupree of Proc- 
& Gamble Co., Cincinnati, an- 
nounced a new plan whereby all work- 


ter 


ers of a years standing would be 
granted vacations with pay. Mr. 
Deupree said that plans were being 
formulated to close the plants of the 
company from July 1 to July 10, at 
which time the vacations will be taken. 


Grand Duchess Marie 
With Imperial Salons, Ltd. 


Grand Duchess 
Marie of Russia has become associated 
with Imperial Salons, Ltd., New York, 
manufacturers of toilet preparations. 
Announcement of 
her connection 
with the company 
was made at a 
cocktail party in 
her honor, Febru- 
ary 7. The party 
was held at the 
company's offices 
in the Internation- 
al Building in 
Radio City, New 
York, and guests 
included beauty editors from the lead- 
ing newspapers and magazines, repre- 
sentatives of the industry and its trade 
associations and of the trade press. 
The Grand Duchess Marie, a first 
cousin of the late Czar Nicholas II, is 
not a newcomer in the toiletries in- 
dustry. Several years ago she was 
associated with Amiran, Inc., New 
York, manufacturing a line of cos- 
metics based on old Russian formulae. 
The company has also announced 





The Grand 
Duchess Marie 
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a 


the association of several others prom- 


inent in the industry. Among them 


are Count Waldemar Armfelt, for- 
merly connected with Prince Matcha- 
belli Perfumery, Inc., New York; 


Drew Drees, recently resigned as vice- 


president and general manager of 
Kathleen Mary Quinlan, Inc., New 
¢ x 


York: and R. P. Lewis, formerly Lon- 
don, England, sales manager for Eliz- 
abeth Arden. 


Bourjois Executives Advanced 
~ © Jr.. 
has been named general sales man- 
ager of Bourjois, Inc., New York. He 
has been with the company for sev- 
1929 has 
sales manager with the exception of 
the Metropolitan New York and New 
England territories. Paul Douglas, also 
connected with the company for some 
years, has made 
B. M. Douglas, general manager. 


Leube, 


eral years and since been 


been assistant to 


Rogers Named by 
Primrose House 


House, 
Inc., New York, has appointed Pres- 


Primrose 


ton P. Rogers sales manager. Mr. 
Rogers comes to the industry from 


the retail field, having held positions 
as buyer and merchandising manager 
with several department stores. 


Antonow Back from Europe 

Europeans have 
from America in 
proving their business methods, Sam- 
uel L. Antonow, president of V. Vivau- 
dou, Inc., New York, reported on his 
return from abroad the Ile de 
France. The principal objection from 
an American’s point of view is the 
relative scarcity of stores maintaining 
a one-price policy. 


much to learn im- 


on 


Colgate Heads Soap Association 

S. Bayard Colgate. 
president of Colgate - Palmolive - Peet 
Co., Jersey City, New Jersey, was 
elected president of the Association of 
American Soap 
and Glycerine 
Producers at the 
annual meeting in 
New York, Janu- 
ary 30. He suc- 
ceeds R. R. Deu- 
pree of Procter & 
Gamble Co., who 
was named 
president for the 
Central States. 
Other officers are 
F. A. Countway. Lever Bros. Co., vice- 
president for the Eastern States: 


vice- 





Ur. Colgate 


F. H. Merrill, Los Angeles Soap 
Co., vice-president for the Western 


States; W. C. Wollen, Olive Oil Soap 
Co., secretary; N. S. Dahl, John T. 
Stanley Co., treasurer; and A. Roy 
Robson, Fels & Co., assistant treasurer. 
Roscoe C. Edlund continues as man- 
ager of the association. 

The annual meeting heard reports of 
retiring President Deupree and_ the 
other officers, and a very interesting 
report by N. N. Dalton, manager of 
the glycerine research work of the as- 
sociation. John B. Gordon of the Bu- 
reau of Raw Materials discussed the 
proposed repeal of the tax on coconut 
oil and urged members of the group 
to use their influence with their own 
Congressmen to secure prompt action 
on the Guffey-Dockweiler bill which 
would accomplish this object. Retiring 
directors were all reelected with the 
exception of I. Katz of J. Eavenson & 
Sons, who was replaced by George A. 


Wrisley of the Allen B. Wrisley Co.. 


Chicago. 
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Quaker Soap Plant Fire 

Fire swept the plant 
of the Quaker Soap Co., Secaucus, 
\. J., January 14, practically ruining 
the two-story brick factory. Firemen 
required more than two hours to bring 
the flames under control. 


Priest Works on 
Perfume Marketing 

For the last two 
and a half years Rev. Fr. Joseph P. 
Keenoy, professor of chemistry at 
Regis College in Denver, has been de- 
voting a large share of his time to 
research ‘on “wider consumer accep- 
tance” of perfumes. Beginning with 
a study of perfumes themselves and the 
development of new formulae, he has 
turned his attention more recently to 
the marketing of perfumes, especially 
for industrial purposes. Appropriate 
names for products have also come to 
his attention and he has invented a 
number of very striking and fitting 
names for perfumes and perfumed 
products. 

Theater sprays have had his atten- 
tion recently and he has developed a 
new method of dispensing which is said 
to remove the objection of too heavy 
odors. This in the past has hampered 
the spread of this use of perfumed ma- 
terials. The method of capillary at- 
traction through a heavy towel placed 
in front of a fan, developed by Fr. 





Fr. Keenoy (right) with his 
Twin Brother 


Keenoy, has met with considerable suc- 
cess. Along the same lines, sprays for 
elevators and homes and pleasantly 
scented deodorants have all formed a 
part of his work. 

On the other side of the picture he 
has developed methods of cleaning fab- 
rics which have been stained by per- 
fumes, determining the dye used in the 
fabric and treating it by appropriate 
means, either through reduction or oxi- 
dation. 

Fr. Keenoy has also developed a new 
non-cellulose nail polish and has ex- 
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perimented with a line of lotions es- 
pecially devised for varying climatic 
conditions. His work has attracted con- 
siderable scientific attention, although, 
of course, it is purely non-commercial 
in character. 

In the photograph, Fr. Keenoy 
(right) is shown with his twin brother, 
also a priest and a professor of chem- 
istry in a Jesuit college. 


Perfume Tariff Suit 
to High Court 


Veolay, Inc., and 
J. E. Bernard & Co., Inc., both of New 
York, have carried to the U. 5S. Su- 
preme Court their suit to prevent the 
inclusion of the French luxury tax in 
valuation of perfumes for Customs pur- 
poses. Collectors and appraisers have 
been adding this tax to the valuation 
on all imports of finished perfumery 
from France. The companies brought 
suit to recover duties paid under these 
rulings, which was carried successively 
through the courts until the United 
States Court of Customs & Patent Ap- 
peals ruled in favor of the government 
in October. A petition for review by 
the Supreme Court has now been filed. 


Plans for Packaging Show 

Plans are virtually 
completed for the Sixth Annual Pack- 
aging Exposition to be held in the 
Hotel Pennsylvania, New York, March 
3 to 6. In addition to elaborate dis- 
plays which will occupy half again as 
much floor space as in any previous 
exposition of the sort, the annual Wolf 
Package Awards will be one of the 
main of the event. These 
awards, in twenty classes will be pre- 
sented at a_ luncheon 
March 4. 

A very interesting program includ- 
ing the usual “packaging clinic” has 
been arranged with speakers promi- 
nent design, manufacture, ma- 
chinery and other subjects of definite 
importance to the packaging problem. 


features 


meeting on 


in 


Swedish Visitor in New York 

Gerhard Anderson 
of Barnangens Tekniska Fabrikers, 
A. B., manufacturers of perfumes and 
toilet preparations, Stockholm, ar- 
rived in New York about the middle 
of January for a month’s stay to con- 
tact sources of supply for his company. 
He plans to return to Sweden about the 
end of February. 





Parfums Weil Director Here 
W. D. V. Jéquier, 


managing director of Parfums Weil, 
Paris, is spending several weeks in 
the United States in the interests of 
his company. This 
is his first 
here since 


Visit 
1917, 
He is making his 
headquarters with 





Parfums Weil. 

Inc., New York. 

and conferring 

with Paul Ganz 

and other officials 

of the American 

Mr. Jéquier affiliate on plans 
for further exten- 

sion of the business in the United 


States. Mr. Jéquier expressed himself 
as gratified with the progress of the 
American business and hopeful that 
world conditions will soon permit the 
same plans for expansion in other 
countries. He is returning to France 
on the next trip of the /le de France. 


Steele Joins 
Warren E. Burns 

Frank R. Steele, 
in charge of the Morana, 
Inc., factory at Elizabeth, N. J., has 
been elected secretary of Warren E. 
Burns, Inc., and will be in charge of 
the Chicago office at 325 West Huron 
street. 


formerly 


Ferdinand Buedingen Appoints 
Representatives 

Ferdinand Buedin- 
gen Co., Rochester, N. Y., announces 
the appointment of James Wright as 
its New York representative, with of- 
at 11 West 42nd street; and 
George A. McLearn as its Philadel- 
phia_ representative, offices at 
1013 Locust street. 


fices 


with 


Luzier on Mexican Plane Trip 

Mr. and Mrs. Thomas 
L. Luzier were the hosts to a party of 
friends who left Kansas City by plane 
early in January for a three weeks’ 
tour of Mexico, with Mexico City as 
the objective. In the party were Dr. 
and Mrs. Ralph R. Coffey, Dr. Byron 
Black and Miss Helen Trowbridge, the 
latter being in charge of the eye ser- 
vice department of Luzier’s, Inc. Mr. 
Luzier is president of Luzier’s, Inc., 
manufacturers of Kansas 
City. 


cosmetics, 
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Chicago Perfumers’ Committees 
Committees for the 
coming year have been named by 
president George A. Wrisley of the 
Chicago Perfumery, Soap and Extract 
Association. The first meeting of the 
group under the new officers was held 
at the Lake Shore Athletic Club, Feb- 
ruary 4, with discussion centering 
around the present excise tax situation. 
The committees for the year follow: 

Executive: George A. Wrisley, chair- 
man, T. E. Hanshaw, M. B. Vance, 
J. H. Helfrich, Walter H. Jelly. 

Legislative: J. H. Helfrich, chair- 
man, Ray Burnham, T. E. Hanshaw, 
Harry Goldstine, J. H. Will. 

Membership: D. F. Lum, chairman, 
W. F. Kammerer, J. A. A. Scott, A. E. 
Bennett, A. A. Baffetti. 

Entertainment: W. H. Schutte and 
R. A. Morris, co-chairmen, E. M. Tys- 
dal, C. Christensen, A. G. Schneider. 

Publicity: W. Kedzie Teller, chair- 
man, D. M. Clark, C. A. Hammond, 
C. F. Brehmer, L. J. Freundt. 

Golf: R. L. Holland, chairman, A. J. 
Anderson, M. V. Pennal, M. B. Elwell, 
J. A. Gauer 

Bowling: C. A. Seguin, chairman, 
L. A. Solo, H. Spohr, A. M. Burgh, J. 


DeLorme. 


Increase in Flavor 
and Perfume Output 


The U. S. Tariff 
Commission has issued its annual re- 
port on the production of dyes and 
synthetic organic chemicals for 1934. 
The report shows that production of 
flavoring materials amounted to 1,903,- 
132 pounds, an increase of 9 per cent 
over 1933. Vanillin production alone 
advanced to 232,920 pounds, a gain 
of 19 per cent with a decrease in unit 
value from $4.06 to $3.36 per pound. 
Perfume material production 
amounted to 2,264,774 pounds, an in- 
crease of 59 per cent over 1933, with 
74 materials of coal tar origin manu- 
factured as against 60 the previous 
year. Sales in 1934 amounted to 1,883,- 
195 pounds, valued at $1,098,971, in- 
creases of 54 per cent in volume and 
60 per cent in value. 


Consolidated Litho 
in New Offices 

The executive of- 
fices of Consolidated Lithographing 
Corp. are now located in the Empire 
State building, New York. The plant 
remains at the former address of the 
company in Brooklyn. 
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OGILVIE SISTERS—The new salon exclusively for men has 


been opened on Forty-Second street, New York, an experiment 
which will be watched with interest by the entire industry. 





To Cut Beauty Board Pay 


A reduction in the 
fees which the Nebraska State Cos- 
metology Board is now collecting from 
members of that vocation, and in sal- 
aries that the three women composing 
the board now draw out of the pro- 
ceeds of these fees, will be recom- 
mended to the next legislature by Gov- 
ernor R. L. Cochran. 

The governor so informed Mrs. 
Cecil K. Sellhorn, secretary of the cos- 
metology board, in an official letter 
sent her recently. 

His attention was called to the ex- 
cess fees that have been collected and 
accumulated by the board, notwith- 
standing the liberal amounts the mem- 
bers have paid themselves, by a recent 
report which State Accountant W. H. 
Pansing made to State Auditor Ayres. 


Rosenfeld Distributor 
for Gourland 

Al Rosenfeld, Inc., 
New York, has recently been appointed 
sole distributor in the United States 
of Michel Gourland “Lait de Cologne.” 
As part of its plan for merchandising 
this product, the company featured the 
packages in a very attractive window 
display in one of the shops in Radio 
City. This window is shown below. 


Al Rosenfeld, Inc., also represents 
Vigny and Myon of Paris, and to take 
care of its expanding business, it has 
appointed Norman G. Atkinson to rep- 
resent them on the coast territory, and 
Morton Levey to cover New York, 
New Jersey and Pennsylvania. 





Coconut Oil Tax Injunctions 


Injunctions restrain- 
ing collectors from exacting payment 
of the 3c. excise tax on processing of 
coconut oil have been secured by the 
lowa Soap Co., Burlington, Ia., and 
the Cincinnati Soap Co., Cincinnati, in 
two separate districts of the U. S. Dis- 
trict Court. Other suits of the same 
sort are pending. The suits are based 
upon payment of the tax to the Philip- 
pine treasury, which, the companies 
claim, makes the levy unconstitutional. 
Meanwhile the Supreme Court of the 
District of Columbia has enjoined the 
Treasury from turning over the $20,- 
000,000 already collected to the 
foreign government. 

Because of the sums involved, it is 
understood that some of the larger 
consumers of coconut oil will not file 
suits. In case of ultimate upholding 
of the act, penalities and back taxes in 
such cases would run into large sums. 
The larger companies are paying the 
tax and making demands for refunds. 
Several such cases are expected to 
reach the courts in the near future. 


Work on Glycerine in Foods 
Miss Helen Gwetho- 
lyn Rees, an independent food consul- 
tant, in conjunction with the Glycerine 
Producers Association, Inc., New York, 
has been working on the use of glyc- 
erine in food and food preparation. 
Miss Rees has just announced the first 
results of her experiments and others 
will be released as rapidly as they are 
completed. She states that the use of 























Window Display of Gourland Products 





glycerine in certain types of fruit cake 
gave the fruit a much brighter appear- 
ance and also kept the cake fresh for 
a much longer period. 

The eventual effects of this work are 
expected to mean the development of 
a home market for glycerine, and, of 
greater importance, make people more 
conscious of the great contributions of 
glycerine to everyday life. The tests 
of kitchen uses should also be valu- 
able to manufacturers of cosmetics and 
others who already use glycerine ex. 
tensively. 


Dinner to Coast Representative 


A dinner was re- 
cently given at the Netherland-Plaza 
Hotel, Cincinnati, by E. J. Mills, presi- 
dent of the American Products Co., 
toiletries manufacturers, in honor of 
Don E. Marietta, West Coast divisional 
Mr. Mari- 
etta was in Cincinnati on a visit. “Con- 
ditions on the West Coast are greatly 
improved over last year,” he said. “We 
look forward to a substantial pick-up 
during 1936.” 

The dinner was attended by officers 
of the company and department heads. 


manager of the company. 


Among those present were R. L. Flett, 
vice-president; C. M. Mills, treasurer; 
J. P. Decker, secretary, and R. L. Lip- 


pert, assistant secretary. 


Coty Displays Ambergris 

An exceptionally 
large piece of ambergris, weighing 
381% lbs., and valued at $7,500, found 
at Madagascar, has been acquired by 
Coty. Exhibited in the window of the 
firm’s showrooms in New Bond street 
in the West End of London, it has 
attracted much attention, on one occa- 
sion an assistant having to give a little 
lecture on ambergris and its uses to 
a crowd of interested shoppers who 
gathered outside. Inside the shop some 
small pieces broken off from the main 
lump were shown in which were em- 
bedded beaks of cuttlefish. It is un- 
derstood that the ambergris in ques- 
tion will be used in the manufacture 
of Coty perfumes in London. 


Redgrove Elected to S.P.A. 


H. S. Redgrove, 
well-known British consultant on cos- 
metics, perfumes and flavoring es- 
sences, has been elected a member of 
the Society of Public Analysts (Great 
Britain). 
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[talian Balm Dispensers 
Installed by W. U. Messengers 
Campana Corp., 
Batavia, Ill., manufacturer of “Italian 
Balm” lotion, has recently completed 
a novel arrangement with the Western 
Union Co. whereby messenger boys will 
install an “Italian Balm” dispenser 
wherever in the house the owner wants 
it. The charge to the customer is 10c, 
the Campana company paying the re- 
mainder. Purchasers of the lotion and 
dispenser may call for a Western 
Union messenger direct, or have the 
retailer arrange for the installation. 
The company is advertising this pro- 
motion plan through national maga- 
zines and over two radio programs, and 
anticipates a very large demand for 
the dispensers. 


Grasselli duPont Vice-President 

Thomas S. Grasselli, 
for some years head of the Grasselli 
Chemical Co., Cleveland, until its pur- 
chase by E. I. duPont de Nemours & 
Co., Wilmington, Del., has been elected 
a vice-president of the latter company, 
and named a member of its executive 
committee. 


Goby Re-elected Judge 

Francois Goby of 
Tombarel Fréres, Grasse, has been re- 
elected Judge of the Commercial Court 
of that city. Mr. Goby has held this 
position for several years. He is also 
vice-president of the Syndicate of Per- 
fumer-Distillers of Grasse. 


LeFevre Heads 

Fort Wayne Chemists 

LeFevre of 
Betty Jean Laboratories has been 
elected president of the Chemists’ Club 
of Fort Wayne, Ind., succeeding Henry 
Smith of the General Electric Co. 


Jesse 


Curry in New Quarters 

Warren M. Curry. 
Southern representative for Synfleur 
Scientific Laboratories, Inc., Monti- 
cello, N. Y., has recently moved into 
new offices at 2895 Peachtree street. 
Atlanta, Ga. 


New Chairman for Soap Firm 

A change has taken 
place in the chairmanship of Wright, 
Layman & Umney, Ltd., the London 
firm whose name is so closely associ- 
ated with that of “Wright’s Coal-tar 
Soap,” H. C. Wright, Ph. C., in order 
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amarded 


/ "prize 


The 10c Cashmere Bouquet line of cosmetics put out by Colgate-Palmolive- 


Peet Co., for which the company was awarded first prize at the third annual 


“5 & 10° Packaging Exhibition conducted by the Syndicate Store Mer- 


chandiser, held in New York City, 


January 16 to 18. With the award went 


the Syndicate Store Merchandiser trophy cup, given each year to the 


product judged to represent “the most significant improvement of the year 


in ‘5 & 10° packaging.” 


to lighten the strain of his duties, re- 
tiring in favor of E. A. Umney, Ph. C., 
who has been deputy chairman since 
1926. Mr. Wright, however, will still 
remain on the board of directors; so 
that the chain of association with the 
originator of “Wright's Coal-tar Soap,” 
which extends back to establishment of 
Wright, Sellars & Layman, in Fish 
street hill, London, in 1849, will re- 
main unbroken. 


Royal Crown Moves 
Into Own Building 


Royal Crown Lab- 
oratories, Inc., manufacturers and dis- 
tributors of the “Royal Crown” per- 
fumes and toilet preparations, has 
recently purchased the building at 655 
North Kedzie avenue, Chicago, which 
it now occupies. Harvey J. Fischer, 
chief chemist and head of the company, 
joined the organization 23 years ago 
when it was the Royal Crown Co. Mr. 
Fischer obtained control of the com- 
pany in 1920, and late last year it was 
reorganized and renamed the “Royal 
Crown Laboratories, Inc.” 


American Beauty in 
New Quarters 

American Beauty 
Nail Polish Co., Inc., is now estab- 
lished in its new building in 1033 
Clinton street, Hoboken, N. J., where 
its manufacturing facilities have been 
considerably increased by the installa- 
tion of new and modern equipment. 
The research laboratories of the com- 
pany announce the creation of a 
number of new shades of nail polish 
to meet the current vogue. 


Dyke Addresses 
Dry Goods Meeting 

Among the speak- 
ers at the recent convention of the Na- 
tional Retail Dry Goods Association in 
New York was Ken S. Dyke, advertis- 
ing manager of Colgate - Palmolive - 
Peet Co., who addressed the sales pro- 
motion division on the subject, 
“Advertising Makes Money.” Mr. Dyke 
is also chairman of the board of the 
of National Advertisers 
and is widely known in the advertising 


field. 


Association 








F AVORITE PERFUMES 


OF FAMOUS WOMEN 


We asked a group of 
famous women, “Which 
is your favorite per- 
fume?” Here is the 
fourth group of replies 
to the inquiry.—Editor. 





NAME PERFUME MAKER 
Minna Gombel Joy Patou 
Helen Bagg Azurea Piver 
Evelyn Venable Gardenia Chanel 
Gail Patrick Reflexions Cire 
Rochelle Hudson Sweet Pea Caron 
Helen Hayes Duchess of York Matchabelli 





Organize for Beauty Research 
The for 
Research has been organized 
with headquarters in Boston. M. Gould 
Smith Leslie Benton, 
search consultant, and Lillian R. Field. 
secretary. The objects of the society 


Society 
Beauty 


is director: re- 


include the preparation of reports and 
health data, and the dissemination of 
information on the uses of cosmetics 
and beauty preparations, and its ser- 
vice will be free to manufacturers in 
the field. It hopes to secure the cooper- 
ation of the trade and requests that 
leaflets, pamphlets, etc., be sent to the 
secretary 516 Blue Hill 
Boston. 


at avenue, 


Michigan Association’ s 
January Meeting 

The January meet- 
ing of the Allied Drug & Cosmetic As- 
sociation of Michigan was held at the 
Detroit Leland Hotel, January 22, and 
in spite of the coldest weather of the 
year, a large crowd was present to 
President Ray 
Vicary presided and named the follow- 
ing committees for the coming year: 
Entertainment: Charles Harvey chair- 
man, J. M. Wolff, R. P. Cole, G. Car- 
lisle and Wilbur Elliott; Membership: 
A. Broderson, chairman, H. C. Shot- 
well, K. Senff, D. Melville and E. Nally. 


Three 


greet the new officers. 


members were also 


Nelson Baker Co., 
THE 


new an- 
Eastern 


AMERICAN PEr- 


nounced, 
Box Co.. 
FUMER. 


and 


Two speakers were introduced, 
Charles Harvey. substituting for John 


MacLeod, vice-president of the Hinde 
& Dauch Paper Co., Sandusky, told of 
the introduction of corrugated ship- 
ping containers and the great saving 
which they have effected for industry; 


and T. Gostage Leek of Industrial 
Chemical Sales Co., New York, who 


of the 
properties and uses of precipitated 
ehalk. The talks were illustrated by 
motion pictures, 


gave an excellent discussion 


Revson Appoints Agent 
for Canada 

7 Co., 
New York, specializing in chemicals 
for 


pointed 


Revson 
the cosmetic industry, has ap- 
Frank Dickie, Chateauguay 
Basin, P.Q., as its representative in 
Eastern Canada. 


McCartney Elected 
Norwich Director 
Frank L. MeCart- 


ney, vice-president in charge of the 
Chicago office of the Norwich Pharma- 
Co., Norwich, New York, was 
elected a director at the recent annual 
meeting of stockholders. Mr. McCart- - 
ney has been with the company since/ 
1924, prior to which he was in charg¢ 
of the New York office of the Monsanto 
Chemical Works. Other directors and 
officers were re-elected. 


cal 


VMulhens Wins 
Infringement Case 
Ferd. Mulhens, Inc. 


of Cologne, Germany, brought action 
against a Danish firm, asking for in- 





the defendant 
from infringing the plaintiff company’s 
trade-mark rights. The plaintiff com- 
pany manufactures a toilet water and 
is the registered owner of a trade-mark 


junction 


restraining 


consisting of the number 4711. The de- 
fendant toilet articles 
and uses the number 711 as a distin- 


manufactures 


guishing mark for its wares. The highe: 
court held that the number 71] 
not used as a component part of the 
trade-mark, but set 
forth separately with the addition of 
the defendant's firm name, a text and a 
different setting, and that owing to the 
similarity between the numbers 711 
and 4711 a mistake of identity could 
easily occur despite the above men- 


was 


defendant’s was 


tioned additions. 


4Amic Returns to France 


Louis Amic. direc- 
tor of Etablissements Roure Bertrand 
Fils & Justin Dupont, sailed on the 
lle de 30, after 


visit of about a month to his American 


France, January a 
representative, the George Silver Im- 
port Co., New York City. 

Mr. Amic expressed himself gratified 
with sales during the past year and 
was optimistic over his company’s fu- 


in the United States. 


ture prospects 





Mr. Amic is shown in the accompany- 
ing photograph with officers of the 
American agency. They are from left 
to right: Alvin E. Smith, vice-presi- 
Mr. Amic, Albert Delavigne, 
president, and Gabriel Varvat. vice- 
president. 


dent, 


De Vore Moves to New York 

De Vore Manufac- 
Co., manufacturers of toilet 
preparations, formerly located in Co- 


turing 


lumbus, Ohio, has recently transferred 
its entire production activities to 51! 
East 72nd street, New York. Here in 
greatly enlarged facilities the company 


will be in a better position to serve its 


customers. 
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Commercial Solvents 
Opens British Plant 

Commercial Sol- 
vents (Great Britain) Ltd., subsidiary 
of the American company of similar 
name, has just opened a modern plant 
for the production of its line at Brom- 
borough Port, Cheshire, England. The 
design, construction and equipment of 
the new plant represent the best efforts 
of scientists and technicians in the 
erection of a modern chemical factory. 
Products of the British company are 
sold through the Barter Trading Corp.. 
Ltd., as sole selling agents. They in- 
clude solvents, industrial alcohols, 
plasticizers and related chemical prod- 


ucts. 


Stokes Appoints Austin 

The F. J. Stokes 
Machine Co., Philadelphia, has ap- 
pointed Clyde E. Austin, Monadnock 
Building, Chicago, to handle its lines 
of pharmaceutical equipment and 
tube, jar and powder filling machinery 
in the Chicago area. 

Mr. Austin, whose years of practi- 
cal experience are supplemented by the 
10 years’ background of the Stokes 
company, is now available for per- 
sonal conference and service calls 
throughout the Chicago district. 


Buyers Conference 
in September 

The second annual 
Perfume and Cosmetic Buyers Confer- 
ence will be held this year at the Com- 
modore Hotel, New York, September 
14 to 17. The conference is again un- 
der the management of Thomas G. 
Jones, who made such a conspicuous 
success of last year’s show. Early reser- 
vations indicate a much larger and 
more representative display this year 
than last. 


Weber Heads Essential Oil Men 
Ferdinand Weber of 


George Lueders & Co., Inc., New York, 
was reelected president of the Essen- 
tial Oil United 
States at the annual meeting in New 
York, January 17. A. D. Armstrong, 
secretary of Fritzsche Brothers, Inc., 
was reelected vice-president and Fred 
W. Stichweh of James B. Horner secre- 
tary and treasurer. Ray C. Schlotterer 
of the New York Board of Trade, Inc., 
Was again chosen managing director. 


Harry C. Ryland of H. C. Ryland, Inc., 


Association of the 
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Above: Booth of the Hazel- 
Atlas Glass Co. which at- 
tracted considerable atten- 
tion at the recent Canning 
Machinery and Supplies 
Exhibit held at the Hotel 
Stevens, Chicago. A series 
of photographic murals 
depicting the manufacture 
of glassware was displayed 


in the rear. 


Right: Another  interest- 
ing display at the Exhibit 
was that of the American 
Can Co., which featured 
the various styles of con- 
tainers made by the com- 


pany. 


and Kenneth G. Voorhees of Ungerer 
& Co., were chosen members ot the 
executive committee. 

Three new members of the associa- 
tion were elected at the annual meet- 
ing. They are Aromatic Products, Inc., 
represented by 
Charles 


M. Lemmermeyer; 
Fischbeck Co., Inc., repre- 
Charles Fischbeck; and 
Schimmel & Co., Inc., represented by 
Gert Keller. 


sented by 


Armstrong Holds Sales Meeting 
Members of the 


sales organization of the closure divi- 
sion of the Armstrong Cork Products 
Co., as well as distributors and agents 
of the company, attended a sales meet- 
ing held from January 20 to 23. The 
first day’s meeting was held at the 
company’s factory in Pittsburgh where 
the visitors were given a first-hand in- 
sight into manufacturing operations. 
The remainder of the sessions were 
held at the general offices in Lancaster, 
Pa., where the convention guests were 





taken on tours of the company’s plants 


in that city. Dwight L. Armstrong, 
vice-president and general manager of 
the Armstrong closure division, pre- 
sided at the business sessions of the 
sales meeting. 

Among the speakers who delivered 


W. J. 


Fletcher, vice - president and general 


talks at the convention were: 


manager of the Embossing Co., Al- 
bany, N. Y.; J. E. Hatt, general man- 
ager, DuPont Cellophane Co., New 
York City; R. E. T. Haff, director of 
the “Cel-O-Seal” division, DuPont 
Cellophane Co., New York City; and 
W. R. Atkinson, president, United 
States Bung Manufacturing Co., Cin- 
cinnati, Ohio. 


Charabot Moves Paris Office 


Charabot & Co.. 
Gresce, France, producers of floral 
products, represented in the United 
States by Ungerer & Co., New York, 
have recently moved their Paris office 
to 12 Avenue Kleber (16e). 


Owens Organizes Can Company 


The Owens-Illinois 
Glass Co., Toledo, Ohio, has entered 
the metal can business through the or- 
ganization of the Owens-Illinois Can 
Co., which has ac- 
quired the Tin 
Decorating Co., of 
Baltimore, former- 
ly a subsidiary of 
the American To- 
bacco Co., and for 
years prominent 
in the manufacture 
of tins for tobac- 
co and toilet prep- 
arations, as well 
as foodstuffs. The 
company has also purchased the En- 
terprise Can Co., of Pittsburgh, an 
independent can manufacturer. 
According to an announcement by 
William E. Levis, president of Owens- 
Illinois Glass Co., the new enterprise 
will manufacture a general line of 
cans and a line of packers’ sanitary 
cans. He was specific in the announce- 
ment that neither company was en- 
gaged in the manufacture of cans for 
beer. Heading the Owens-Illinois Can 
Co., is Fred A. Prahl, who has been 
associated with the Continental Can 
Co. Headquarters of the new company 


will be located in Toledo. 


Mr. Levis 


APLI Opens Service 
Department 

A customer service 
department has been established by 
American Laboratories, 
Inc., New York. Discussing the func- 
tions of this new department A. E. 
Mullen, vice - president and general 
manager, made the following state- 
ment: 


Perfumers’ 


“Success in the manufacture of pri- 
vate brand cosmetics depends to a 
great degree on the intimate knowledge 
the manufacturer has of the many fac- 
tors which affect style trends, 
package design. advertising, publicity, 
tax problems. These factors make all 
the difference between profit and less. 

“The manufacturer should be in a 
position to give sound advice to his 
clients regarding these vital phases of 
the industry. It is with this in mind 
that we are inaugurating our customer 
service department. We propose that 
it will be a clearing house for valuable 
information and data on these subjects. 

“The department will be headed by 
Francis H. Hoge, Jr. He brings to his 
position a well rounded experience in 


sales 


74 


advertising and merchandising. After 


graduation from Columbia University 
he spent a year at the Columbia School 
of Business. He then joined his father’s 
advertising agency and subzequently 
was associated with the advertising de- 
partment of the New York Herald 
Tribune. He spent the latter part of 
1935 at APLI’s laboratories at Suffern.” 


Fire Hits Midwest 
Beauty Supply 

Fire with 
an explosion swept the automobile 
showrooms of Mercantile Motors, Inc., 
and the plant of the Midwest Beauty 
Supply Co., in Chicago on January 13. 
The building which housed the two en- 
terprises was virtually destroyed with 
a loss estimated at $100,000. It tock 
several hours to bring the blaze under 
control although extra alarms brought 


starting 


more than twenty engines and other 
equipment to the scene. 


Ertel in Larger Quarters 

Ertel Engineering 
Corp., New York, has just centralized 
all of its activities in much larger quar- 
ters at 120 East 16th street, New York 
City, where an en- 
tire floor of more 
than 18,000 feet 
floor s pace has 
been leased. Facil- 
ities have been in- 
creased so that the 
output is 
times greater than 
and 
loca- 


many 
ever before. 


the central 


tion and more ade- 


Mr. Ertel 


quate al- 
fords the company better display, man- 
ufacturing and shipping facilities than 


space 


it has ever enjoyed. 

The rapid expansion of the Ertel 
business has necessitated leasing new 
space three times within the last three 
years, and the present move completes 
the centralization of offices, display 
room, machine room and filter sheet 
plant under a single roof. 

F. J. K. Ertel, president of Ertel En- 
gineering, is one of the best trained 
and best equipped men in the machin- 
ery field. He is widely known as an 
authority on filtration problems and it 
is largely due to his energy and ability 
that the company has made such rapid 
His organization manufac- 
tures filters, filter sheets, mixers, vacu- 
um fillers, cappers and tanks in a wide 
variety of sizes and types. 


progress. 


“Orange” Ruling 
Enforcement Delayed 

Owing to the exis- 
tence of finished stocks of orange con- 
centrates and other similar products, 
Secretary of Agriculture Wallace has 
issued a further statement regarding 
the recently promulgated advice to en- 
forcement officials on such products 
which contain artificial coloring mat- 
ter. Under the new ruling, action will 
not be initiated against these products 
by the department until July 1, 19360. 

In the meantime, the Flavoring Ex- 
tract Manufacturers’ Association and 
the Soda Water Flavors Association, 
through their general counsel, John S. 
Hall, has issued certain recommenda- 
tions to members regarding the label- 
ing of products containing artificial 
coloring matter. The salient feature of 
these recommendations is that all such 
products which contain artificial color- 
matter should be clearly designated as 
“compound” with a statement of the 
ingredients used in the compound. 
This will bring them into conformity 
with the law. 

According to Mr. Hall, such label- 
ing will clearly exempt them from the 
misbranding and adulteration _ pro- 
visions of the Food & Drugs Act. He 
points out that Section 8 of the Act, 
Paragraph 4, Sub-Paragraphs 1 and 
2, clearly define exempt 
and definitely permit the inclusion of 
artificial matter 
they are labeled “Compound,” “Imi- 
tation.” or “Blend,” with a statement 
of ingredients associated with these 


products 


coloring provided 


words. 


100th Anniversary of 
A. H. Wirz, Inc. 


In the era of indus- 
trial awakening, which immediately 
followed the opening of the Erie Canal 
and the importation of the first steam 
locomotive into America from Eng- 
land, there was founded in Philadel- 
phia a business which has since grown 
to be one of the most important manu- 
facturers of collapsible tubes and ac- 
In 1836, Martin Kuemerle, 
a native of Knittninger, Wurtemburg, 
Germany, a young journeyman turner, 
founded the surgical instrument and 
white metal specialties business in 
Philadelphia, which his descendants 
still manage. 

Just a year before Mr. Kuemerle 
landed in America, Augustus Herman 
Wirz was born in Zurich, Switzerland. 


cessories. 


After a year or two, his parents took 
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him to Vevey where we lose track of 
him until in 1854, his name appears 
in the Philadelphia Directory as “com. 
mer. & importer of French goods.” 
Three years after this listing he joined 
Mr. Kuemerle’s staff, and the same year 
he married Miss Amelia Kuemerle, 
daughter of his employer. In 1861, 
Mr. Kuemerle retired, leaving the bus- 
iness in the hands of Mr. Wirz. 

Nine years later, Mr. Wirz attended 
the Industrial Exposition in Vienna 
and brought back with him the plans 
for the first collapsible tube-making 
machinery ever used in America. With 
him was a German tool maker and 
immediately thereafter manufacture of 
this new line of containers was begun. 
The business expanded rapidly and in 
1876 moved from its original location 
at 111 S. Eighth street to 917 Cherry 
street. At that time the company was 
making surgical instruments and a wide 
variety of white metal specialties, in- 
cluding collapsible cups and boxes, 
sprinkler tops, puff boxes, and a host 
of other things. Gradually the instru- 
ment business was supplanted by the 
other lines, especially tubes and sprink- 
ler tops, until in 1885 thirty girls were 
engaged in putting in corks and in- 
specting the tops before packing and 
shipping. 

Henry M. Wirz, grandson of the 
founder, born in 1859, entered the busi- 
ness in 1882 and became its head upon 
his father’s death in 1886. He in turn 
was succeeded by his son, A. Herman 
Wirz, who became president in 1909, 
when Henry M. Wirz died. Under their 
direction, the collapsible tube business 
became increasingly significant, be- 
cause of the importance of this type of 
container for such materials as artists’ 
paints, bicycle cements and cosmetics, 
the old fashioned cucumber jelly being 
the first preparation of this class to be 
packed in tubes. 

In 1914, the plant was moved to its 
present location in Chester, Pa., and 
the same year the company was in- 
corporated. The next year the first 
decorated tubes were made at the Wirz 
plant, and as each step made the tubes 
more attractive and convenient, the 
company’s business increased. A new 
building was erected in 1918 and a 
third in 1928. 

In 1929, after a brief illness, A. Her- 
man Wirz died at the untimely age of 
12. He was succeeded as president by 
H. S. Darlington, one of the executives 
of the company, and, despite unfavor- 
able business conditions, it has made 
steady progress under his able and con- 
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Above: H. S. Dar- 
lington, presi- 
dent. Below, 
left to right: 
Martin Kuemerle. 
Ae Be. Ure, 
Henry M. Wirz 
and A. Herman 
Wirz. Two views 
of the Wirz 
plant, above and 
below. 


structive leadership. Research is a 
most important part of Mr. Darling- 
ton’s program of company activities. 
The Wirz research department devel- 
oped the first embossed tube. It shared 
honors with the winners of first and 
second awards at last year’s All-Amer- 
ica Package contest. 

Speaking of the anniversary, Mr. 
Darlington says: “100 Years of Retro- 
spect makes us pause to consider the 
advances in the manufacture of col- 





lapsible tubes as useful, sales-promot- 
ing packages and to thank those great 
leaders in the medicinal, cosmetic, food 
and industrial fields who have let us 
help them carry their products in all 
their purity and freshness to the mar- 
kets of the world where millions of 
consumers ask for them. 

“We pledge our constant effort to 
improve this service through continu- 
ous research and manufacture that you 
may always have tubes of first quality.” 
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Continental Can to 
Erect Canadian Factory 


Continental Can Co., 
New York, has purchased 15 acres of 
land in New industrial 
suburb of Toronto, on which it plans 
to erect a factory at a cost of about 
$500,000. The company recently ac- 
quired the Whittal Can Co. of Canada 
with its subsidiaries, and is now oper- 


Toronto, an 


ating over forty such plants. 


Ritchie & Co. Enters 70th Year 


With a great cele- 
bration on January 18 at the Steuben 
Club in Chicago, W. C. Ritchie & Co., 
makers of paper boxes, entered its 
seventieth year in business. Since 1806, 
the company’s record has been one of 
continuous growth and expansion un- 
til it has become one of the largest and 
most important concerns in its field. 

Officers, employees and friends of 
the company to the number of more 
than 1500 attended the affair, which 
consisted of dinner, entertainment and 
dancing. With W. E. Ritchie, secretary 
and treasurer of the company, presid- 
ing, the celebration moved briskly from 
start to finish and there were no dull 
moments. 

In keeping with the purpose of the 
occasion was a brief address by Presi- 
dent R. H. Ritchie. He told of the 
history of the company, and the part it 
had played in the development of 
packaging science and art, and stated 
emphatically that it entered its seven- 
tieth year with confident expectation 
of enlarging its usefulness still further 
in the years to come. 


lvis Co. Begins Operations 

Formation of the 
Ivis Co., Inc., Buffalo, N. Y., to manu- 
facture a dental powder and other 
products was announced Feb, 1. Man- 
ufacturing activity has started in the 
new firm’s headquarters, 269 Delaware 
avenue. A majority of the stock of the 
new company is owned by the Buffalo 
Electro-Chemical Co., whose president, 
Charles A. Buerk, is president of the 
Ivis company. Dr. Max E. Bretschger, 
vice - president of Buffalo Electro- 
Chemical, holds that office with Ivis, 
and Louis Wirth, assistant treasurer of 
the chemical concern, is secretary and 
Leon S. LaPort is 
vice-president and general manager. 
He formerly held that same position 
with the Foster-Milburn Co., of Buf- 
falo. More recently he was in charge 
of the New York office of the Institute 
of Medicine Manufacturers. 


treasurer of Ivis. 


Charles Brevoort Zabriskie 

Charles Brevoort 
Zabriskie, for many years president of 
the Pacific Coast Borax Co., and asso- 
ciated with several other companies in 
the chemical industry, died at his home 
in Port Jefferson, L. I., February 8. 
He became president of the borax com- 
pany in 1885, retiring several years 
ago. He leaves a daughter, Mrs. Zayda 
Z. Daniels, and five grandchildren. 


Charles A. Corliss 


Charles A. Corliss, 
president of Lamont, Corliss & Co., 
New York, and of its subsidiary, the 
Pond’s Extract Co., died in the New 


York Hospital, February 9, at the age 


Ritchie Employees Celebrate Anniversary 





of 67. Mr. Corliss was a graduate of 
Williams College and in 1896 became 
associated with Cushman Brothers Co.. 
manufacturers’ agents. When this was 
consolidated with other interests as 
Lamont, Corliss & Co., he became pres- 
ident. He was a member of the Uni- 
versity, Metropolitan and Union League 
clubs of New York and of several coun- 
try clubs. His widow, widely known 
as Anne Parrish, the novelist, survives. 
Funeral services were held at the Pres- 
byterian Church of Englewood, N. J.. 
February 10. 


Mme. Georges Chiris 

Mme. Georges Chiris, 
wife of Georges Chiris, adminis- 
trateur of Etablissements Antoine 
Chiris, Paris and died in 
Grasse January 23. Mme. Chiris was 
a niece of Sadi-Carnot, late President 
of the French Republic, and a sister 


Grasse. 


of Pierre Cunisset-Carnot, a director 
of the Chiris organization. For years 
she has been extremely active in chari- 
table work in Grasse and vicinity and 
was one of the organizers and princi- 
pal of the 
Grasse known as “Assistance for the 
Little Ones.” During the war, Mme. 
Chiris was a Red 
Cross work well as 
Major-Nurse of several ambulances of 
the front line. For this and for he: 
philanthropic work she was made a 
Chevalier of the Legion of Honor in 
1927. Surviving are her husband, a 


sponsors institution in 


leader in French 


and acted as 


son, Leon A. Chiris, who is adminis- 
trateur délégué of Etablissements 
Antoine Chiris, and a daughter, Pier- 
rette, wife of Count Reginald de War- 
ren. 
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Addington Doolittle 
Addington Doolit- 


tle, president of Compagnie Parento, 
Inc., Croton-on-Hudson, N. Y., died 
suddenly, January 17, at Los Angeles, 
Calif., in the 
course of a_busi- 
ness trip in the 
Far Western terri- 


tory. Mr. Doolit- 
tle was born in 
Utica, N. Y., in 


1890, and after at- 
tending prepara- 
tory school took 
a commercial 
course in the 
Utica School of 
Commerce and special work at Boston 
University. 


The Late 
A. Doolittle 


He began his business career with 
the United Drug Co. in a minor posi- 
tion, and, after five years’ successful 
work with that organization, became 
associated with Nelson Baker Co., De- 
troit. Later he became perfume chemist 
with Meyer Brothers Drug Co., St. 
Louis, at the time when that house was 
extremely active in perfumes and toilet 
preparations. 

In 1921, with the late J. S. Hall, he 
established Compagnie Parento, 
which was incorporated on June | of 
that year. From modest beginnings, 
the progress of this venture was rapid 
and under his able and energetic di- 
rection it soon became widely known 
as a source of essential oils, natural 
and synthetic perfume oils and spe- 
cialties for the perfume, toilet prepa- 
rations and flavoring extract indus- 
tries. For several years Mr. Doolittle 
secretary and treasurer of the 
company, becoming president upon 
Mr. Hall’s death. 

During the last few years Mr. Doo- 
little had been engaged in an elaborate 
and effective expansion program for 
his company, establishing a branch in 
Toronto, Ont., and representation and 
branches in all of the leading consum- 
ing centers. Relations for direct sup- 
ply of imported flower oils and syn- 
thetics under the Parento label were 
also effected, making the company an 
international organization of steadily 
increasing importance. He leaves his 
widow and two daughters, residing in 
Croton-on-Hudson, and his mother in 
Utica, N. Y. Funeral services were 
from his home in Croton, January 23, 
and interment in Utica, January 24. 

A man of unusually charming and 


was 
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compelling personality as well as pro- 
nounced ability, both in business and 
in the technical side of the essential 
oil industry, Mr. Doolittle’s loss will 
be keenly felt, not only by his asso- 
ciates at Compagnie Parento, but by a 
wide circle of friends among consum- 
ers and competitors here and abroad. 


John J. Quinn 

John J. Quinn, 
formerly vice-president and general 
manager of Pinaud, Inc., New York, 
and head of the accounting firm of 
Quinn, Berran & Co., died Feb. 11, 
at his home in Scarsdale, N. Y., at 
the age of 54. Mr. Quinn had long 
been prominent in Catholic charity 
work in New York and Westchester. 
He was a director of the People’s 
National Bank and Trust Co., of 
White Plains, N. Y. Surviving are his 
widow and two sons. 


Dr. Giuseppe Bosurgi 

Dr. Giuseppe Bos- 
urgi, head of W. Sanderson & Sons, 
long known as manufacturers of citrus 
oils, died in Messina, Italy, the head- 
quarters of his 
company, Decem- 
ber 31 at about the 


age of 59. His 
entire business 
career had been 


spent in the citrus 
products industry 
in which he was 
the fore- 
most figures. Edu- 
cated as a chemist, 
he early organized 
the firm of Oates & Bosurgi, which 
later succeeded the old house of W. 
Sanderson & Sons of Messina, and this 
name was retained. At the time of the 
disastrous earthquake which shook 
Messina in December of 1908, his 
partner, Mr. Qates, was killed and Dr. 


Bosurgi became head of the company. 


one of 


The Late 
Dr. Bosurgi 


From that time he carried on a con- 
tinuous campaign of expansion, not 
only in the sale of citrus oils for which 
the company was so well known, but 
along the lines of development of other 
citrus products. The manufacture of 
fruit juices and of pectin became an 
part of the 
business, and plant capacity, and pro- 
duction, were steadily expanded. Sale 
of these products has developed rapid- 
ly throughout Europe. The business 
will be continued along the same lines 


increasingly important 





by Mme. Bosurgi and the other prin- 
cipals of the company. 

In addition to his own business, Dr. 
Bosurgi was active in the work of com- 
mercial organization under the Fascist 
government, and served as a member of 
the National Business Council as well 
as of local organizations for the 
furtherance of the citrus oil and by- 
product industry in Southern Italy and 
Sicily. He gave much time and energy 
to charitable enterprises and it was 
largely through his contributions of 
money and time that the Instituto 
Marino Benito Mussolini, a home for 
tubercular children, was established, 
and its fine seaside facilities 
available in 1930. 

He leaves his widow and two sons, 
Leo and Emilio Bosurgi. 


made 


Louis C. Proesch 


Louis C. Proesch, 
treasurer of Colgate - Palmolive - Peet 
Co., Jersey City, N. J.. died at the 
Orange Memorial Hospital, Orange, 
N. J., January 20 at the age of 59. Mr. 
Proesch was born in Chicago and 
joined the sales staff of the old B. B. 
Johnson Soap Co., later the Palmolive 
Co., Milwaukee, in 1900. He continued 
with that company after its merger with 
Peet Brothers Co., and later with Col- 
gate & Co., and became treasurer at 
the time of the merger in 1928. He 
was a member of the Masonic order, 
holding all degrees. and was interested 
as well in charitable work. The Illinois 
Children’s Home in Evanston was one 
of his major interests. Mr. Proesch 
leaves his widow, Mrs. Mamie Welch 
Proesch, a daughter, Dorothy, and a 
son, Lawrence Proesch. of Jersey City. 


Irving Veith 

Irving Veith, vice- 
president and treasurer of Parfumerie 
St. Denis, New York, died suddenly, 
Feb. 5, in a taxicab on the way to 
his office. He was 47 years old. Mr. 
Veith was a native New Yorker, and 
had been associated with the St. Denis 
company, of which his brother-in-law, 
Richard F. Erenthal is president, for 
many years. His sister is the only sur- 
viving near relative. 


Mrs. Robert Minty 

We record with 
deep regret the death in Montreal of 
Mrs. Robert Minty, wife of the presi- 
dent of the well-known Canadian house 
of Palmer’s, Ltd. Funeral services were 
held in Montreal, January 31. 


ae 





[_] ScHIMMEL & Co., INc., NEw York. 
Price List for January, 1936. 

The company’s regular price list con- 
tains a comprehensive group of essen- 
tial oils and a large number of aro- 
matic chemicals and specialties of 
Schimmel manufacture. Special refer- 
ence is made to the Schimmel “com- 
pound service” for the production of 
special scents and flavors. 
[)R. F. Revson Co., New York. 
Small Quantity Price List. 


This comprehensive list of cosmetic 
raw materials is priced to accommo- 
date the requirements of small manu- 
facturers and experimenters, who here- 
tofore have been forced to purchase 
such supplies from wholesale drug- 





CIRCULARS, PRICE LISTS, etc. 


gists or chemical supply houses. The 
Revson company also handles these 
chemicals in larger lots at appropriate 
prices. 


[) EuizapetH ArpenN, New YoOrK. 


“Maquillages Harmonises d’ Elizabeth 
Arden.” 


A very comprehensive make-up chart 
showing which shades of rouge, lip- 
stick, nail polish, eye shadow, cos- 
metique, foundation cream and powder 
to wear with the new spring colors. A 
cloth or silk sample of colors for both 
daytime and evening wear is pasted at 
the head of each column, and the 
proper cosmetics to blend with these 
colors are listed below. The charts are 
sold at all Arden salons and depart- 
ment stores throughout the country. 


REVIEWS OF TECHNICAL BOOS 


__] Mopern Beauty Cutture. By Ade- 
laide Smith, B.S., M.S., and Reuben 
Rockwood; Prentice-Hall, Inc., Neu 
York, 1935. 

The crying need for good textbooks on 
beauty culture, which give sound, au- 
thentic information, free of high-pres- 
sure sales chatter for certain methods 
or cosmetic products, is an ever-deepen- 
ing thorn in the side of our boards of 
education. Forty states now have laws 
governing the training and practice of 
cosmetology, and as the authorities 
delve into these mysteries, they find a 
distressing lack of reliable, docu- 
mented reference literature. 

Modern Beauty Culture is another 
one of those publications in which a 
scientific or professional person col- 
laborates with a so-called “practical 
person” in a trade. We are given no 
hint as to the identity and authority of 
the authors; but it seems that Miss 
Smith is a teacher and Mr. Rockwood 
is a hairdresser. With the exception of 
the title page, one chapter that was ob- 
viously filled in, changing the gentle- 
men’s heads into ladies’ heads here 
and there, and carefully deleting almost 
every reference to the barber craft, this 
book is identical with Modern Beauty 
and Barber Science, published by the 
same authors in 1931. 

In twenty-seven chapters, the text 
covers the rudiments of the basic 
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science of beauty culture, routines of 
various treatments for hair and scalp, 
hair coloring, methods of waving, 
make-up, etc. Some of the outlines 
given are very good, but much of the 
matter on practical procedures is too 
superficial and conversational for an 
adequate teaching presentation. 

This is the kind of book that ought 
to be submitted to competent reviewers 
before publication. It would be pos- 
sible at that time to do something about 
the non-debatable errors and bits of 
“composed science,” but any attempt 
now at constructive criticism would 
mean the gratuitous re-writing of cer- 
tain portions of the text. It is comfort- 
ing — perhaps flattering —to realize 
from vaguely familiar language that 
one’s early publications were con- 
sidered worthy of note; but one looks 
in vain for any bibliography of the 
sources from which this well-inten- 
tioned “literary mosaic” was assem- 
bled. 

FLoreENcE E. Watt, F.A.LC. 


[|] GEWINNUNG, VEREDLUNG UND 
VERARBEITUNG DER OELE UND FeETTE. 
Hans H. Lemmel. 406 pages. 6°4 by 
914 inches. Allgemeiner Industrie 
Verlag, G. m.b.h., Berlin. 1932. Price 
RM. 24. In German. 

The book describes the processes used 
in the manufacture, refining and pro- 








(_] Macnus, Masee & Reynarp, INc., 
New York. Catalogue for January 
and February, 1936. 

The regular catalog and price list of 
the company is illustrated this month 
with photographs taken at the annual 
sales convention. Prices on a wide list 
of essential oils, synthetics and spe- 
cialties are given. 


{| Prattz & Bauer, INc., New York. 
Circular on “Falba” absorption base. 
This eight-page circular gives the 
properties of this popular cream and 
lotion base, along with numerous for- 
mule for its use. 


[] James B. Horner & Co., New 
York. Price List. 

The company’s wholesale price list for 
January contains a comprehensive 
listing of essential oils and imitation 
fruit flavors, as well as drugs and per- 
fumers’ sundries. 


duction of fats and oils. It is divided 
into seven parts. The first section de- 
scribes the plant oils, with a descrip- 
tion of plants from which the oils are 
obtained. In the next part, the manu- 
facture of the oils from the raw mate- 
rial is described, and so on with the 
remainder of the sections. Charts and 
tables as well as plant layouts are 
also included. M. G. DE NAVARRE. 


[} Die HERSTELLUNG VON KOSMETIS 
CHEN INSBESONDERE VON BADEZUSATZ- 
PRAPARATEN. By Julius Hiibscher. V er- 
lag fiir Chem. Ind. H. Ziolkowsky, 
Augsburg, 1935. Price R.M. 0.50. 

This booklet, of 15 pages, discusses the 
manufacture and perfuming of bath 
salts. Methods of manufacture and for- 
mulae for both the product and per- 
fumes are given. 


(_) TaBLe or INcomMpaATIBLEs. By Dr. 
R. L. Worral. Single large sheet, ap- 
proximately 18 in. by 16 in. John 
Bale Sons & Danielsson, Ltd., London. 
1935. Price 1s. 6d. 

This tabular presentation of the vari- 
official materials shows those 
which are incompatible in handy form. 
It is suitable for posting in the lab- 
oratory or prescription department 
where it should find almost daily use. 
The arrangement and printing is ex- 
cellent. The reverse side of the chart 
contains simple and concise rules re- 
garding incompatible materials. 


ous 
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CANADIAN 


NEWS and NOTES 





Travelers Win Valmont Trophy 

In a fiercely con- 
tested tournament between the Trav- 
eling Men’s Auxiliary and the Hamil- 
ton Druggist’s Association in Toronto 
recently, the Valmont Trophy was won 
by the travelers, There was a large 
turnout and the tournament was voted 
a good success. A dinner was held in 
the King Edward Hotel following the 


bowling. 


Coty to Maintain Prices 

Coty has put into 
effect a program of strict adherence to 
price maintenance. No retailer or 
wholesaler will be allowed to sell these 
articles below the stated prices and 
definite assurance has been given that 
Coty merchandise will not be shipped 
to those who fail to live up to these 
prices. All legal methods of prevent- 
ing these prices being broken will be 
employed. 


To Produce New Baby Oil 

Great interest is be- 
ing shown in the drug trade and also 
medical circles over the announcement 
of the incorporation of Suprasol, Ltd., 
Toronto, to manufacture a new line of 
baby skin oil and other products to 
be sold through the drug trade. 

The president of the new company, 
N. B. Greenleaf, states that the com- 
pany’s first product, which will be 
known as “Suprasol Baby Skin Oil,” 
is the result of extensive research work 
on the part of Dr. F. A. E. Zeidler, 


head of the Research and Analytical 
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Laboratory in Toronto. Dr. Zeidler also 
is associated with the company as vice- 
president and technical advisor. 


Meeting of Sterling Sales 

Sterling Sales Or- 
ganization recently held its annual con- 
vention at Windsor, Ont., with Ralph 
V. Waller, sales manager, acting as 
chairman. The convention was one of 
the most successful and enjoyable in 
the history of the company. 


Sterling Begins 
Price Maintenance 

Sterling Distribu- 
Ltd., Windsor, Ont., has an- 
nounced a price maintenance policy 
on Dr. Lyon’s Tooth Powder, which 
became effective February 1. Sterling 
Distributors Limited are seeking whole- 
hearted cooperation from the trade, 
hoping that by this means of main- 
taining an established price each sale 
of Dr. Lyon’s Tooth Powder may rep- 
resent full profit to the druggist. 


tors, 


Wright Introducing 
New Product 

Norman S. Wright 
& Co., Ltd., Toronto, distributors for 
the makers of Challies Tooth Brushes 
and other dental products, is announc- 
ing a new tooth powder to the trade. 
The new product will be known as 
“Challies Special R.X.” tooth powder 
and is said to have the approval of 
It comes in a 
container with a special lip, making it 
very 


the dental profession. 


convenient to use. 


Canadian Patents and 
Trade Marks 


HE increasing international trade 

relations between the United States 
and Canada emphasize the importance 
of proper patent and trade mark pro- 
tection in both of these countries in 
order that the expansion of business 
may not be curtailed by legal difficul- 
ties. 

For the information of our readers, 
we are maintaining a department de- 
voted to patents’ and trade marks in 
Canada relating to the industries rep- 
resented by our publication. 

This report is compiled from the of- 
ficial records in the Canadian Patent 
Office. 

All inquiries relating to patents, 
marks, designs, registrations, 
copyrights, etc., should be addressed to 

THE AMERICAN PERFUMER 
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Trade Marks Under Unfair 
Competition Act of 1932 
N.S. 4376.—“DAN-DR-MOL.” Hair and 
scalp preparation. The Ral Chemical Co., 
a partnership consisting of A. Molot and R. 

Molot, Ottawa, Ont. 

N.S. 4440.—“BESTMAID.” Perfume, nail 
enamel, eyebrow pencil, powder puffs, toilet 
and lotion specialties. P. E. Douglass Im- 
port Co., Ltd., Montreal, Que. 

N.S. 4441.—*‘KLENALE.”’ Finger nail 
polish, polish remover and cuticle prepara- 
tion. M. C. V. Laboratories, Inc., Toledo, 
Ohio. 

N.S. 4456.—“RAY-DENT.” Tooth powder. 
Northrop & Lyman Co., Ltd., Toronto, Can- 
ada. 

N.S. 4459.—Red Bottle with a panel on 
which is a black label outlined in gold and 
having thin gold transverse parallel lines. 
Scalp tonic. J. M. Fraser, Toronto, Ont. 


N.S. 4472.“ROYALTY.” Toilet prepara- 
tions. Alfred F. Collins, Toronto, Ont. 
Patents 
355,598.—Closure for containers. The 


American Tube and Cap Corp., Jersey City, 
N. J., assignee of Ben. E. Bogeaus, New York. 

355,658.—Fatty Material Flavor and Odor 
Stabilization. The Procter & Gamble Co. 
of Canada, Ltd., Hamilton, Ont., assignee of 


Eddy W. Eckey, Wyoming, Ohio. 





IMPROVING PRODUCTION 


By RALPH H. AUCH, A. B., Ch. E. 


A BRIEF FOR ENGINEERS 


A newspaper publisher recently 
asked this writer, “Why are engineers 
so widely sought after as city managers 
when the work requires ability in han- 
dling personnel?” 

The reply was: “Engineers don’t 
rely on hunches, but seek out the facts 
and then act upon them. They reduce 
inanimate things such as machinery, 
equipment and facilities to constants, 
i. e., to routine and then concentrate 
on that great variable in their prob- 
lems, namely, the personnel. They are 
fair, impartial and unswayed by their 
emotions in their dealings. 

“For example, they recognize only 
unusual ability and value to an organi- 
zation in granting favors and salary 
increases and not the new baby in the 
household, illness in the family or the 
obligation on the home and all the 
other lame-duck other em- 
ployers of labor are prone to recog- 
nize. That is why they enjoy the call in 
city management, in construction, sales, 
financial and even cosmetic manage- 
ment for that matter.” 

The publisher apparently was sold. 
It is too bad that more cosmetic manu- 
facturers are not sold on the idea. 
Many of their problems and worries 
would cease and they would be free to 
concentrate on the ever-recurring, ever- 
present, ever-changing worry and prob- 
lem, namely, sales promotion. 


reasons 


NEGLECT TO LUBRICATE 


The large plant has a designated 
individual to do the necessary lubri- 
cating and for inspection of the equip- 
ment at regular intervals. Lubrication 
in the small plant is only too fre- 
quently left to chance so that much 
equipment does not wear out or rust 
out—it dries out. 

Loose bearings, end play, worn 
clutches and all of the other ills which 
lack of lubrication causes, not only 
create ultimate expense but they create 
noise and vibration. Replacement ex- 
pense may seem far in the future but 


80 


the needless, distracting, efficiency- 
lowering, noise and vibration are ever 
present. Noise alone is reason enough 
to do something about it. 

Few machines are too complex to 
have their operators, even though they 
be women, lubricate them thoroughly 
at definite stated times. 


COLOR REMOVAL FROM 
DEODORANT SOLUTION 


Traces of iron are inherent in the 
metallic aluminum or aluminum 
hydroxide and the C.P. hydrochloric 
acid from which aluminum chloride 
solutions are ordinarily prepared. As 
the ferrous chloride (Fe Cl.) oxidizes 
to the ferric salt (Fe Cl;) a greenish 
yellow discoloration develops. 

This is bad when it is desired to 
make a water white underarm deodor- 
ant solution. It is almost equally bad in 
tinted solutions because uniformity of 
shade cannot be maintained unless one 
has taken the easy route and used an 
amber tint. 

So far as this writer knows, the iron 
cannot be removed chemically by pre- 
cipitation or otherwise. At least his 
various attempts through the years 
were unsuccessful. 


The sure way out is to filter the 
aluminum chloride solution through a 
bed of activated charcoal or prefer- 
ably a decolorizing carbon several of 
which are available. The system in 
which the solution is handled should 
be of glass, earthenware, rubber and 
hard rubber, and if metal cannot be 
avoided entirely, then silver and monel 


should be employed. 


THE EMPLOYEES’ COMFORT 


The fatigue element of certain jobs 
ofttimes is not given due consideration. 
It is obvious enough that an operator 
will not ordinarily hand label as many 
containers, many caps, 
hand assemble as many cartons the last 
hour of the working day as the first. 


screw on as 


On machine operations the stops, the 
lowered production are not so appar- 
ent, but occur nevertheless. 

One contributing cause is the un- 
comfortable stools commonly used in 
this industry. Adjustable chairs are 
cheap and may be fitted to the worker 
as well as the work. Often the seat level 
required to fit the work is too high for 
the feet to rest comfortably on the floor. 
In such cases a foot rest of proper 
height should be provided—not a mere 
rod, but a board at least ten inches 
wide. What! Revolving chairs too? 
Absolutely, if the work at hand re- 
quires a decided and recurring turn- 
ing or side motion. 

For operatings that require stand- 
ing, the fatigue element can be reduced 
by providing heavy rubber mats to 
stand on. This writer has also used 
thick asphalt bonded felt such as that 
used for expansion joints in road and 
building construction with entire satis- 
faction, especially on those areas where 
the floor is wet. It’s the operative’s 
lookout? Maybe so, but how can she 
buy low-heeled comfortable footwear 
with so many old spike-heeled toe-dis- 
torters to wear out? 


ZINC COLLAPSIBLE TUBES 


Zinc collapsible tubes have finally 
made their debut at prices practically 
identical with those of aluminum. 
Many months ago when an inkling 
was obtained that tube manufacturers 
were at work on them, a bit of experi- 
menting was started. 

Pieces of strip zinc were suspended 
in closed glass jars containing a num- 
ber of cosmetic specialties. As soon as 
the zinc tubes were available, various 
products were packed in them for age 
testing. It is too early to be assertive, 
but indications are they are suitable 
for certain formulations of a wide 
range of products. 

Those zinc tubes coming under ob- 
servation lack some of the flexibility 
of tin, but appear O.K. otherwise. The 
tubes decorate satisfactorily. 
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| STABILIZATION or roots rastes 


CONTAINING LITTLE OR NO SOAP 


by JOSEF AUGUSTIN, 
BAD SCHWALBACH 


Hicu - LATHER. 
ING toothpastes with a high soap con- 
tent rarely need a further stabilizing 
medium for liquids. But toothpastes 
containing little or no soap have to 
include a sufficient amount of suitable 
stabilizers for liquids so that the liquid 
(for the most part a mixture of glycer- 
in and water) remains combined with 
the powders. As soon as the liquid sepa- 
rates, a danger exists that the paste may 
dry up, especially when the liquid con- 
tains little glycerin. 

According to the sort of soap used, 
even with a comparatively high con- 
lent of soap, a further binding agent 
is required. A soap which has viscous 
or gelatinous consistency only in high 
concentration, e.g., coconut oil potas- 
sium soap will suffice as the sole me- 
dium only when used in high per- 
centage. On the other hand, a stearine 
sodium soap alone at as low as 3 per 
cent yields a somewhat thick gel which 
unfortunately is little flexible 
strongly sensitive to electrolytes. Ac- 
cordingly, here protective as well as 
softening agents are required. With a 
higher glycerin and alcohol content, 
still more soap must be added if it is 
desired as a sole binding material. 

The question of a further medium 
will sometimes arise with a soap con- 
tent as high as 10 per cent, sometimes 
as low as at about 2 per cent to 3 per 
cent. In this case use is made gener- 
ally of the well-known tragacanth 
which is added as a 1 per cent to 5 
per cent mucilage of water or water- 
glycerin or water - glycerin - alcohol. 
More than 0.5 per cent tragacanth 
renders the paste disagreeably gummy, 
especially when chalk only is em- 
ployed as cleansing agent. There- 
fore, the addition of several per cent 
of titanium dioxide or other cleaning 
agents makes for a more creamy con- 
sistency. If more tragacanth is deemed 


and 
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necessary, several per cent of clarified 
gum arabic mucilage (1:1 water) 
should be present. These two mucilages 
harmonize with each other. Mucilages 
of carrageen moss may also be men- 
tioned. Other mucilages, while useful 
in skin creams, are rarely used in tooth- 
pastes. New mucilaginous media should 
be tested for their compatibility in fla- 
vor, color and harmonization with oth- 
er fixatives before they are used. In 
other words, incompatibility must be 
avoided. 

It-is astounding that in toothpaste 
formulae starch is hardly ever pro- 
posed, for a starch-glycerin mucilage 
in combination with a little soap and 
the usual ingredients yields a uniform- 
ly creamy consistency. Also a paste of 
starch in hot water renders good service, 
if a sufficient fixation is not obtained 
through the other media. It is advis- 
able, when using starch, to add pre- 
servatives, e.g., 0.2 per cent sodium 
benzoate or 0.15 per cent p-oxybenzoic 
acid methy] ester. In a toothpaste which 
contained especially strongly disinfec- 
tant aromatics and 10 per cent potassi- 
um chlorate, the starch (wheat starch) 
kept without added preservatives. To a 
poorly emulsified toothpaste one may 
also add from 2 per cent to 5 per cent 
cold starch powder. This will certainly 
produce a good stabilization, but the 
paste hardens markedly in the course 
of about two months. The heaviest 
thickening takes place in the first eight 
days; therefore the paste can be soon 
corrected. Further thickening being ex- 
pected, the paste is made a little thinner 
than the desired consistency. 

For the last few years, pectins have 
been proposed as a binding agent for 
toothpastes as well as for other cosmet- 
ics. These are hemicelluloses which ef- 
fect the gelatinizing of fruit juices. The 
pectins of the citrus fruits and apples 
are the best known. Since pectins are 
strongly dialyzed by alkalis (alkaline 
cleansing agents such as precipitated 
chalk, carbonate of magnesia, and 
soaps) and therefore rendered inactive 


in forming gels, they are unfit for ordi- 
nary toothpastes. For acid or entirely 
neutral toothpastes, pectins present an 
excellent, good-tasting medium, and 
also because of their colloidal charac- 
ter they cleanse well. 

Another swelling medium which in 
many technical and cosmetic products 
will replace the tragacanth due to its 
better properties, is a powder which 
seemingly consists of methyl cellulose 
or its derivatives. For some purposes its 
sensitiveness to heat is a disadvantage. 

When soap is entirely absent, the mu- 
cilage-forming materials of the group 
of the polysaccharids (e.g. starch, dex- 
trin), gum arabic, the hemicelluloses 
and other celluloses are often not sufhi- 
cient for an absolutely certain, creamy 
emulsion. In this case materials of the 
type of glycol stearate, glycerin mono- 
stearate, stearin aleohol are effective 
aids. Of the first two, several per cent 
may be taken, whereas more than | per 
cent of stearin alcohol causes a greasy 
feeling in the mouth. It has to be borne 
in mind, however, especially with the 
second material, that it is sensitive to 
electrolytes; otherwise it is a good 
binding material. 

Of the inorganic materials, silica gel 
(with about 80 per cent to 90 per cent 
water) finds a ready acceptance as a 
water-binding paste base. A part of the 
bound water may be replaced by glycer- 
in and alcohol. Undried silica gel 
forms the best base for so-called acid 
toothpastes. Another ointment-like firm 
gel consists of aluminum hydrate. It is, 
however, still doubtful whether alum- 
inum salts are to be recommended for 
daily dental hygiene, although the as- 
tringent character might serve for the 
hardening of soft gums. 
that in 
toothpastes of every description, amor- 


Furthermore, it is known 
phous silica, titanium dioxide, or col- 
loidal kaolin, even when employed in 
small percentage, render possible a bet- 
ter stabilization of the liquid and a 
more creamy consistency. 
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EASILY SOLUBLE 


FILLED) SOAP FLAhES 


by PAUL I. SMITH 


DURING the 
last few years, 
flakes 
and powders 
have gained 
in popularity both in 
Britain, and, ac- 


soap 





tremendously 
America and Great 
cording to the Economist, 118, 1017, 
they make up 24 per cent and 21 per 
cent respectively of the total amounts 


of soap produced in the two countries. 

The demand for thin, highly polished 
and uniformly shaped pure soap flakes 
in handy cartons for domestic use has 
been well established. Manufacturers 
who are still content to use old style 
drying machines which will not and, 
indeed, cannot produce chips thinner 
than .030 to .060 inches are finding it 
increasingly difficult to maintain their 
sales in face of competition from flakes 
having a thickness of .003 and .0015 
inches. The housewife has shown a 
decided preference for very thin flakes, 
because their appearance is definitely 
superior to the thicker ones, and also 
because they dissolve quicker, and are 
thus easier and more economical to 
use than the thicker flakes. The great- 
ly improved solubility of the latest 
thin flakes (they will dissolve with 
comparative ease in cold water) is 
greatly appreciated by all soap users, 
and manufacturers responsible for 
their production are stressing the im- 
portance of easy solubility in their 
advertising copy. To render soap 
flakes, particularly those intended for 
the domestic market, more attractive, 
it is generally considered desirable to 
polish them by passing them through 
a highly polished steel roll. Manu- 
facturers of the most popular brands 
of flakes on American markets make 
full use of this process, and although 
the expense and time entailed must 
be taken into account, the considerable 
improvement which results from the 


82 


process appears to more than justify 
the slightly additional expenditure. 


Careful Choice 
of Fats Needed 


The production of 
thin, uniform and easily soluble flakes 
is only possible by the careful choice 
of the fats and oils used in the manu- 
facture of the soap base, and the use 
of the most efficient soap chip system. 
It has repeatedly been shown by tech- 
nologists that unless the basic raw 
materials are scientifically balanced, 
the most perfectly designed system 
will not able to its work 
efficiently and economically. The cost 
accountant has the last and final word. 

The only sure way to arrive at a 
really sound balance is by experi- 
mentation carried out under working 
conditions for months. The 
points to bear in mind are: compara- 


be do 


several 


tive low cost of fats and oils, high 
detergency and easy solubility of re- 
sultant soap, and ability of the soap 
to hold a uniform percentage of water, 
usually about 30 The 
efficiency of the drying plant depends 
to a great extent upon the presence in 


per cent. 


the soap of a uniform percentage of 
water. 

H. P. Martin, the well-known Eng- 
lish authority, recommends a charge 
consisting of 75 per cent tallow and 
25 per cent coconut oil with or with- 
out the addition of 2 per cent rosin. 
The writer considers that palm kernel 
oil (neutral) and palm kernel fatty 
acids can, with advan- 
tage, be incorporated in the mix, and 
the presence of rosin tends to improve 
the appearance of the soap, but is not 
absolutely essential. In the “Manual 
of Standard Practice for the Power 
Laundry Washroom” issued by the De- 
partment of Research of the Laundry 
Owners National Association, Mellon 
Institute of Industrial Research, the 
following specifications are given for 
a good flake laundry soap. 


considerable 


1. The soap should not have more 
than 12 per cent moisture. 


free caustic 


should have no 
alkali, certainly not over one-half pei 
cent. 


2. It 


3. It should not have more than 3 
per cent sodium carbonate. 

1. It should not contain more than 
| per cent sodium silicate. 

5. It should have no insoluble filler. 

6. The sum of the sodium oxide as 
soap and anhydrous fatty acids should 
not be less than 85 per cent. 

7. The fatty acids should contain no 
rosin. 

As regards the soap flake system, 
this should be able to produce chips 
perfectly formed in long ribbons of 
even thickness from edge to edge. This 
is of the utmost importance, and un- 
less the unit can give an output of uni- 
form ribbons on long runs, it will 
prove uneconomical in regular use. 
The ribbons issued from the plant 
should be uniformly dried and quite 
free from overdried particles or spots, 
also frayed and unsightly edges. The 
modern system should have a high 
capacity and take up the minimum 
floor space. The maintenance 
must be low. 


cost 


Use Dryer and 
Chilling Machine 


Most of the modern 
American systems consist of a chill- 
ing machine and a dryer with a capac- 
ity of roughly more than one thousand 
pounds of 30 per cent moisture soap 
per hour. A hopper provided with 
adjustable gates is built over the feed 
roller of the chilling rolls, and this 
runs the hot liquid soap (temperature 
about 170 deg. F.) from the crutcher 
or storage tank on to the feed roll, 
and this in turn supplies the main 
chilling roll. The latter is cooled with 
fine jets of cold water, and the solidi- 
fied soap is removed by means of a 
needle scoring and flexible knife con- 
trivance. The ribbons of soap are 
caught on a conveyor and run into the 
dryer which is provided with a thermo- 
static control system. On exit from 
the drying unit in the form of uni- 
formly cut flakes of the desired thick- 
ness, and moisture content, the soap is 
conveyed to automatic weighing and 
filling machines. The total working 
space of the best known American soap 
systems is seldom than one 
thousand square feet. 
The above systems are able at a mo- 
ment’s notice to change over from a 
0.015 chip for toilet soap to the thin 


more 
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laundry chips or flakes, as thin as 
0015 inches. 

With quite a number of chip soap 
layouts, the weak spot is the drying 
plant, which very often does not allow 
the operator to" exercise accurate dry- 
ing control. Intending purchasers of 
plant should closely study the per- 
formance of the drying system, and 
its ability to deal efficiently with dif- 
ferent types of flakes. A recent Levers 
Brothers patent deals specifically with 
the drying section of a most interest- 
ing system which produces a new type 
of flake, curled with a length of 0.25 
inches, and a thickness of .002 inches. 
It is claimed that these flakes retain 
their respective proportions unchanged 
during packaging and transit. In the 
dryer of any soap flake machine, a 
great deal depends on the ability of 
the unit to maintain a steady humidity, 
and the use of scientifically accurate 
instruments for measuring and record- 





ing this is strongly recommended. 
Most of the characteristics of poor 
flakes and chips for the manufacture 
of toilet soap can be traced back to 
the dryer. 

Summing up, it may be said that the 
ideal soap flakes to be packed for the 
domestic market must be exceedingly 
thin, about .003 inches is a good aver- 
age, and uniformly shaped so that they 
present the minimum surface area to 
the water, and are thus very easily 
soluble. As regards the shape of the 
flakes, while some workers maintain 
that the square shape is the best, the 
triangular shaped flake is also good, 
and it does not appear to matter very 
much what shape the flakes really take, 
providing that shape is uniform. All 
chips and flakes must be strong enough 
to resist. breakage and free powdering 
during packaging, and this operation 
is best done after exit from the dry- 
ing machine and without any delay. 


hy MAISON G. de NAVARRE 





@ ABOUT NEWIMATERIALS We 
get a lot of letters asking about sources 
of the various new materials discussed 
in this column. A note that we have de- 
tected in some of the letters implies 
that the individual or company seek- 
ing the information have been a bit 
backward about asking for this. Please 
don’t be that! Write on the slightest 
provocation. We will be glad to answer 
your letters, quickly, too. No matter if 
they are irrelevant. You know the old 
adage, “God helps those who help 
themselves.” 


@ VARIATIONS IN AROMATIC 
CHEMICALS In the January 

issue of THE AMERICAN PERFUMER, Dr. 
Konrad Bournot wrote an article on 
“Variations of Commercial Citronel- 
lols.” Good work Dr. Bournot, we are 
sure readers gained much from pe- 
rusing the data. But we might add, and 
you must know this too, that such is the 
case with many aromatic chemicals. 
Thus we have on our shelf about a 
dozen different brands of benzyl ace- 
tate. They run the gamut of harsh ace- 
tic-odorous to soft floral notes All are 
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labelled free from chlorine and in 
some way designated as the ultra-besi 
grade. We ask you Dr. Bournot, can 
we have more of this data on other 
aromatic chemicals such as geraniol, 


rhodinol, terpineol, ete. 


@ MUSK SUBSTITUTES We have 
received in the past year about a half 
dozen outstanding new musk-like aro- 
matics. Some have an outstanding note 
of ambrette, others an ambergris-musk 
complex, and still others give special 
notes so desirable in perfumery. Those 
of you who have been hesitant in try- 
ing these, have overlooked a good bet. 


@ WHY STERILE COSMETICS 
Long before any cosmetic manufac- 
turer ever thought of making a “sterile” 
line of cosmetics, we had the problem 
of making a biological ointment and 
cream that left the 
laboratory, and stayed sterile after put 
into use. “Well,” you will say, “why 
sterile after put into use?” Well, we 
have a reason for keeping a cream 
sterile. It is this. During the course of 
the day, we pick up all sorts of molds 


was sterile as it 


and bacteria on our hands and faces. 
These are transferred to the cream, 
which in certain cases is a fine medium 
for growth, and then put on the face, 
perhaps into the eyes or mouth, and 
the next thing you know, you have 
picked up some disease. 


@ IDENTIFYING CELLULOSE 
DERIVATIVES Harold Levy, 
writing in the Chemist Analyst for 
January, gives chemical means of iden- 
tifying the various cellulose materials 
offered on the market. He says in part, 
“there is no universal solvent for all 
of these products, even though they 
emanate from the same base substance: 
Cellulose. The esters and ethers, how- 
ever, have a common solvent, viz. ace- 
tone.” (Mr. Levy refers to products 
such as cellulose nitrates, acetates and 
various regenerated celluloses.) “Re- 
. can be readily 
cellulose 


generated cellulose . . 


distinguished from deriva- 
tives because of its insolubility in 


acetone. 


@ HAND LOTIONS AGAIN This 
subject stirs up more interest than any- 
thing we have ever written about. Any 
number of samples of finished “gum- 
less” hand lotions have been sent to us 
for comment. And only in one case did 
we find anything seriously wrong. This 
fellow wasn’t quite sure of the proper- 
ties his product was to have. But one 
caution alcohol in 
amounts may precipitate out your fine- 
ly laminated stearic acid that gives 
that nice pearly effect; and that isn’t 
all, it may cause your emulsion to 
crack. And another thing, homogeniz- 
ing your product will make it much 
thinner, so if you want a heavy prod- 


here: excessive 


uct you must compensate for this, or, 
simply sell a thinner lotion. 


@ CETYL ALCOHOL Don't have 
any pipe dreams about this material. 
It is not endowed with any of Houdini’s 
magic. It doesn’t do the emulsifying 
often attributed to it, unless you use an 
auxiliary emulsifier such as lanolin. 
Our experience is that with the extra 
agent you can get some pretty nice re- 
sults. But just as you should not expect 
the impossible from this material, don’t 
underrate it In hand lotions, 
vanishing creams, lipsticks and_po- 


either. 


mades and other preparations it is in- 
dispensable. Incidentally, any number 
of sources are now available. Buy by 
melting point. The pure material melts 
at 49.3 deg. C. But pure material is not 
necessary for all products. 
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A STUDY OF TYROLEAN OILS 
(Continued from page 56) 


cut all year around excepting when 
snow prohibits transportation. Other 
plant material may be cut only at cer- 
tain periods of the year when the plant 
develops the greatest amount of essen- 
tial oil and upon distillation gives the 
highest yield. The roads, if any, on 
these isolated mountain slopes are hard 
to drive over and, therefore, transpor- 
tation of the bulky material is by horse 
or ox-drawn carts. If possible, a most 
simple device is set up: a cable about 
one-half inch in diameter is stretched 
from the distillery in the valley up to 
the mountain forests or the slope where 
the cut plant material is first assem- 
bled. Solid bundles of about one hun- 
dred pounds each are made up and 
with an iron hook attached to the cable 
on which the bundle slides down to the 
valley directly in front of the distil- 
lery. If the incline is not very steep the 
hooks are replaced by small pulleys. 
In the event that the distance between 
distilling posts and cutting ground is 
too long, several cables are set up and 
at relay points men transfer the bun- 
dles from one cable to another. In some 
instances several cables converge from 
different hills and slopes to one central 
point of assembly. It is a quick and 
cheap method of transportation but 
care must be taken not to lead the cable 
directly into the distillery because this 
metal cable acts as an excellent light- 
ning rod and lightning storms occur 
frequently among the rocky cliffs of 
the Tyrolean Alps. 


Layout and Construction 
of Distilleries 


As already mentioned, 
the distilleries, distributed over the 
producing regions and located near 
abundant plant material supply, are 
simple and constructed of wood which 
is plentiful and cheap in these rich 
mountain forests. The building is 
usually of three floors. On the third 
floor the plant material is stored and 
in a chopper operated by an electric 
motor or gasoline engine is reduced to 
a size suitable for distillation. Because 
of fire danger the gasoline engine or 
the electric motor is set up outside of 
the building or is otherwise properly 
insulated. Cutting up of the raw mate- 
rial for distillation increases the yield 
of oil, shortens distillation and per- 
mits more material to be charged into 
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the still. The needles are never distilled 
alone but always with the small twigs 
on which they grow. There is very little 
difference between the oils distilled ex- 
clusively from needles and oils dis- 
tilled from small twigs plus attached 
needles. 

The cut plant material is charged 
from the chopper into the still or stills 
on the floor below by means of a 
chute. The stills, usually two in one 
building, are of medium capacity, of 
more or less modern construction and 
usually heavily insulated with a thick 
wooden jacket. Some of the older stills 
are made entirely of wood. The long 
distillation required for pine needle 
vils results in the accumulation of much 
condenser water in a metal still not 
properly insulated. Dry steam at a 
pressure of three to four atmospheres 
gives best results. It is generated in a 
separate steam boiler located on the 
ground floor. Exhausted and sun-dried 
plant material serves as fuel. 

Of course, there are no fixed rules in 
regard to the layout of the distillery, 
the main object being practicability 
and economy. Sometimes the stills are 
installed on rollers and metal rails so 
that the distillation of one batch being 
over, the stills can be moved to an 
opening in the wall of the building and 
tipped. The content of the still, i.e. the 
exhausted plant material, is dumped 
to the ground and after being sun-dried 
can easily be fed into the boiler. About 
one-half to two-thirds of the exhausted 
material is thus used as fuel; the bal- 
ance may serve as bedding for cattle 
or it may be burned and the ashes 
used as fertilizer. Sometimes the plant 
material remaining in the stills after 
distillation is extracted with hot water 
and the water extract drawn off and 
concentrated. In this way the pine 
needle extracts are obtained which are 
so popular on the Continent and in 
England. They form a dark, semi- 
liquid mass, water soluble, and retain 
a certain pine needle character, al- 
though somewhat masked by a 
“cooked” note. In order to restore the 
original strong perfume of fresh pine 
needles a little distilled oil is added 
and in this reconstituted form these 
pine needle extracts are very interest- 
ing bath preparations said to be of 
medicinal value. 

(To Be Continued) 


New Machinery 


Under this heading are published 
brief articles concerning interesting 
new machinery offered in the industry. 
The material is in every instance fur- 
nished by the sponsor of the product 
and the article is not to be considered 
an endorsement by this journal. 

“A new simplified portable screw 
capping machine has just been intro- 
duced by Alsop Engineering Corp., 
New York. The new unit is instantly 
adjustable for tightening screw caps of 
all types with positive security, making 
every container absolutely airtight. It 
eliminates all danger of leaky bottles 


and spoiled shipments often caused by 
haphazard capping methods. The flex- 
ible shaft allows the operator to cap 
bottles in a large radius of the base. 

“A heavy, sturdy base with a spe- 
cially designed built-in motor makes 
the unit compact, self-contained and 
readily portable. It can be operated 
anywhere in the plant by simply set- 
ting it on the conveyor side-board, or 
the work bench, or the revolving table. 
There is no preliminary or installation 
work required for running it. Smooth, 
noiseless operation adds greatly to its 
efficiency and makes the unit foolproof 
and absolutely effortless to operate. 

“The ‘Hy-Speed’ capper is designed 
and constructed for long hard usag« 
and will render dependable service 
over a period of many years. The mo- 
tor is built for continuous duty and 
costs but a few cents a day to operate. 
For steady production work or for nu- 
merous capping jobs involving a large 
variety of bottle cap sizes and styles, 
the ‘Hy-Speed’ capper is the ideal ma- 
chine from the standpoint of speed, 
ease of adaptability and low cost. 
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FACE PACKS AND MASKS 
(Continued from page 58) 


3. Albumen, alum. 

If the skin is covered with freckles, 
the pack may consist of 

1. Magnesium carbonate, 
clay, peroxide, or, 

2. Magnesium carbonate, ammonia 
dil., vanadium pentoxide. 

Although such a mask is far from 
ideal, it is at least harmless when 
handled with common sense—where 
the ammonium is concerned—and not 
as dangerous as many bleaching lo- 
tions and creams. The bleaching agent 
can be greatly varied to counteract 
the various forms of pigment in the 


cells of the skin. 


talcum, 


For Sallowness 

There are finally 
packs designed to counteract a sallow 
skin: Clay, talcum, magnesium car- 
bonate, fullers’ earth, balsam of Peru, 
water. This combination will stimu- 
late a sluggish blood circulation. An- 
other would contain: Colloidal  sil- 
ica, water, balsam of Peru. 

The balsam of Peru can better be 
substituted by certain herbal extracts 
or synthetic organic chemicals distin- 
guished by their stimulating effect, 
such as powdered mustard extract or 
thiosinamine. 


‘ 


Stimulation Packs 

While the hereto- 
fore described packs are left on the 
skin until dry, this can not be done 
with a stimulation pack. The duration 
of an application is 3-10 minutes, de- 
pending on the concentration. After 
a few minutes a definite tingling is 
felt, followed by a rush of blood 
through the fine vessels. The sensation 
is warmth in the face. The tingling 
overtones first the tightening sensation 
of the skin. After 3-10 minutes, the 
mask is partially or thoroughly dry 
and is removed by rinsing with plain 
cold water or follow with a light cream, 
if the base of the pack has been pre- 
pared in the following manner: Mono- 
glycerin stearate, balsam of Peru, 
water. 

The tingling will gradually abate, 
but may take as long as 30-60 minutes, 
depending on the concentration and 
the skin itself. It is quite necessary 
to apply a light cream to the face after 
the mask has been removed with either 
water, skin tonic or a cream. Often 
blotches and even mild eruptions are 
caused; these phenomena do not indi- 
cate necessarily a poor quality of 
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product, but rather a poor skin grown 
abnormally sensitive either from the 
use of antiquated cosmetics or from 
internal ailments, particularly a faulty 
diet. 

Face packs should be only lightly 
perfumed, or better still be free from 
perfume altogether; this is quite pos- 
sible since packs and masks are al- 
most odorless. 


ft Texas is quite an enterprising and 
inventive state. Wasn't it a Texas 
Senator who sponsored the late and 
unlamented Eighteenth Amendment? 
They are going to have a Centennial 
Exposition down there this year, and 
in conjunction with the reams of pre- 
liminary publicity, a Dallas depart- 





ment store is sponsoring “Texas Blue- 


bonnet” perfume in dram_ bottles. 
Texans sometimes exaggerate like all 
the rest of us, and this department falls 
just short of belief on the number of 
bottles said to have been sold already. 
But there is no denying that it is a very 
clever stunt and deserves to succeed. 
When. that exposition in New York 
comes along in 1939, just think of th 
perfume that can be sold. We know. 
We have visited the exposition site. 


The old London firm of Bayley & 

Co., whose trade mark, “Ye Olde 
Civet Cat” was reproduced in this 
column, turns up as one of our readers 
and has sent us a very nice little book- 
let containing not only the trade mark, 
but a lot of other ancient material on 
the perfume industry. Our gratitude to 
Messrs. Bayley and we are storing 
away the booklet and will use it on our 
audience as occasion permits. By the 


~ 





Finally we wish to mention packs 
that are made of herbs or herbal ex- 
tracts. Unfortunately, they are largely 
not based on scientific findings. Their 
use appears justified by many people, 
because our ancestors found them in 
They are 
mostly remedies and do not therefore 
belong into the frame of this discus- 
sion. 


some instances effective. 





way, who can send us the oldest cata- 
logue or advertisement of perfumes 
and cosmetics “Made in America”? 


ft Speaking of the bonus, as every- 

one is, how much of it will be 
spent for toilet preparations? Several 
manufacturers replied to this query 
with a somewhat startled “None!” 
This department is more optimistic. 
Probably no very 
but in dollars, a surprising piece of 


large percentage, 
business! 


With the political pot a-boiling 

and the pros and antis orating 
with greater vigor than wisdom, this 
department expresses the prayerful 
hope that the coming Drug Trade Din- 
ner will not be turned into a forum 
for any candidate’s or politician’s 
views. Unless, of course, there could 
be a joint debate. That would be a lot 
of fun even if nothing more construc- 
tive than has appeared to date on either 
side were brought forth for the cheer- 


ing 1200. 


‘fh A few worrisome individuals are 
spending their nights thinking 
about Mayor LaGuardia’s stipulation 
on the new health regulation and the 
Copeland Bill. It begins to look as if 
“S.5° would be lost in the politico- 
legislative shuffle in Washington. Some 
think that Fiorello will be a little hard 
to convince. He has been on a num- 
ber of matters in the past. Maybe it 
would be a good thing for some of 
our trade leaders to place themselves 
very strongly on record in favor of 
the good Senator’s measure and see 
that news of their stand filters back to 
City Hall. We don’t want to fight the 
whole thing out again next month. 
FREEGIFT PaTcHIN 
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DOUBLE DUTY LINE 


(Continued from page 48) 


aliy fine line of make-up products, 
dress it up for each customer individ- 
ually. Don’t just have the treatment 
operator apply the products. Select 
one girl who is a real cosmetic artist 
to be your “make-up consultant” and 
have her called into the client’s booth 
for the glorification process. I know 
plenty of women who won’t let an op- 
erator make them up 
operators aren’t much good at the job 
anyway. So be sure your make-up girl 
is a whizz. 

When we come to the subject of 


because most 


packaging a double-duty line we must 
think of the display of products not 
only on the treatment table but in 
show cases and windows. Such a line 
is sure to be long (the good salon 
lines are seldom short) and, since so 
many packages must be displayed to- 
gether, a style and color scheme must 
be selected which will suit all—though 
some may be better adapted to it than 
others. 

Forget the small-time tricks in pack- 
aging—make a professional looking 
unit out of the line so it will group 
well. Consider prices carefully for 
price as well as package should carry 
out the tempo and personality of the 
salon from which the line originates. 

It is true that the salon has one defi- 
nite advantage in selling products 
which has seldom been capitalized 
sufficiently. The sales point that “these 


Mardelle is a 
as Well as Promotion Are Especially Suited for This Field 


Typical 
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“Double-Duty” 


products will do the same work for 
you at home between treatments that 
they do in treatments.” The “use “em 
at home” slogan. But if you start 
loading a customer down with too 
many products at first she may rightly 
say, “Well, if I’m going to do all this 
and take that much time every day, | 
won't need to here for treat- 
ments.” Recommend only the essen- 
tials she needs for a quick daily-care 
routine. Teach her how to use them 
quickly and efficiently. Of 
some skin conditions need corrective 
treatment at home as well as in the 
salon, but these are the exception. We 
know that women soon grow tired of 


come 


course, 


elaborate home treatments which they 
follow a few times and then neglect, 
so try to postpone the inevitable. 

The average woman cannot do for 
her skin what the hands of a trained 
operator can do; but the operator’s 
work is almost useless, if at each treat- 
ment she finds the skin in the same 
poor condition. A few days of neglect 
(I have said this to customers and 
manufacturers alike a thousand times! ) 
And 
that neglect has a devastatingly cumu- 
lative effect—it’s the worst kind of 
compound interest! These are the 
points which make the theory of the 
home care products so much a part 
of the salon treatment. 

I am illustrating this article with 
the “Mardelle” line of Indianapolis. 
What has impressed me most with the 
“Mardelle” set up is not just their 


will wipe out two weeks’ care. 





Line and Packages 








handsome packages, the products, or 
the merchandising plan; but the fact 
that all these elements have been so 
intelligently and sensibly moulded in- 
to a complete unit. 

This kind of planning is far more 
valuable to a company in the long run 
than some tricky “flash in the pan” 
stunt which skyrockets up in the be- 
ginning, but hasn’t the vitality or unity 
to keep in the air, collapsing shortly 
because of its own unbalance and dis- 
organized conception. 

An example that demonstrates my 
urging a new manufacturer to keep a 
broad horizon ahead of him in launch- 
ing a new line is this case in point. 
“Mardelle” started out by selling di- 
rect in the home by trained women 
agents. This practice has been grad- 
ually discontinued and supplanted by 
the beauty shops, both for giving treat- 
ments and for selling products. The 
consultants, who are routed to shops 
once every thirty days, are all thor- 
oughly trained in their work and many 
of them experienced shop operators. 
They are selected, I am told, for their 
appearance, adaptability and merchan- 
dising ability and are paid straight 
salaries. They sell the shop owner 
first. Then comes the training of the 
shop operators, sales promotion sug- 
gestions, meeting customers and intro- 


ducing the line first hand. 
This sort of contact with the public 


enhances the line in the eyes of the 
shop’s clientele, giving it background 
and prestige and incidentally all this 
service is without cost to the shop. A 
printed manual is supplied the shop 
which fully describes ‘‘Mardelle”’ 
products and facial treatments, gives 
helpful merchandising suggestions, 
while additions or supplements are 
provided from time to time to keep 
the shops up to a uniform standard of 
information, methods and usage. An 
attractive consumer folder is freely 
distributed as well. The aim of the 
company is to extend its coverage from 
a group of states to every state in the 
union—a worthy aim—and a worthy 
line with which to accomplish it! 

All “Mardelle” packages have the 
rare smartness of simplicity and fine 
craftsmanship. The color scheme of 
ivory and Chinese lacquer red is in 
excellent balance and the semi-script 
lettering is in good taste. 

Jars are from Hazel Atlas and bot- 
tles from Carr-Lowrey. Both are dec- 
orated in ivory by the T. C. Wheaton 
Co., and names and lettering are em- 
bossed in red right on the glass decora- 
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tion which is even an improvement 
over the transparent cellulose labeling 
process which has been so very popu- 
lar. I discussed this process of deco- 
ration and embossing in detail a few 
months ago and it’s a joy to see more 
manufacturers adopting it. W. C. 
Ritchie makes the powder boxes with 
a wrap of such high gloss that they look 
like plastic and match in color per- 
fectly. The entire top of drums is of 
heavy cellulose. The plastic rouge and 
eye shadow containers are molded by 
the A. J. & K. Co. These are extremely 
handsome and an interesting point 
about them is an excellent example of 
keeping economy in mind, while turn- 
ing out a smart package. The base is 
made of “Plaskon” and the top of 
“Galilith.” While “Galilith” would 
be almost prohibitive in price for the 
entire container, they feel it takes the 
stamping better than any other plastic, 
and has a higher lustre. By combining 
the two, eye appeal is achieved and 
costs keep within reason. 

The lipstick case is by Scovill, while 
bottle and jar caps come from Colt. 
“Hagite” liners are being used in caps 
and all creams are foil covered. 

I wish I had the space to discuss 
products in detail, but since it’s im- 
possible I'll list the usual ones and 
say a word about the others. Each 
product with the exception of cleansing 
cream is in one size only. Products 
divide into two groups, one for oily 
skin and one for dry or normal skin 
with several preparations for both. 
Here they are: a cleansing cream 
(liquefying), a cleansing tonic. A 
nourishing cream for dry skins, and 
a skin food for oily skins, finishing 
cream for oily skins (not an ordinary 
vanishing cream but a swell non-al- 
kaline greaseless product), foundation 
creme in lotion form for dry skins 
and powder in two weights for the 
oilies and drys, rejuvenator, which is 
a liquid mask, easy to apply and re- 
move, beautifier, which is a suction 
product (I doubt if it will be as pop- 
ular as the others outside of the salon) 
and acne cream, which is the formula 
of a dermatologist and dries on the 
skin and not on the bedclothes, plea- 
sant to use, too, special astringent for 
oily skins and hand lotions for all. 

A year’s work and research lies be- 
hind the present line and present pack- 
ages, and that’s not hard to believe 
for they are thoughtfully worked out 
both as to product and package. 

Such important points as I have 
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noted about products should be a sig- 
nal to manufacturers for they are some 
of the points which cannot afford to 
be ignored or slurred over when cre- 
ating new products. Long and thor- 
ough tests are more imperative today 
than ever before in getting a new 
product just right. And since so many 
outstanding improvements have been 
worked out by chemists of modern cos- 
metology, no company need be behind 
in product improvement, nor in avail- 
able knowledge of the theories which 
lie behind scientific skin care. 


NEW COMPANIES 


J. C. Carpenter Medicine Co., 911 
South Gallatin street, Marion, Ind., lo- 
tions, medicines. 
Organized by Mary Louise Carpenter, 
Andrew N. Swoveland and Fred Bahr. 

Carter Evans Co., Inc., New York, 
cosmetics, 20 shares no par value. In- 
corporators: Sylvia Meltzer, 2152 E. 
17th street, Brooklyn, N. Y.; Irving 
Stutland, 2320 Ocean avenue, Brook- 
lyn, N. Y.; Max M. Littman, 1400 
Broadway, New York. Filed by Levin 
& Littman, 1400 Broadway, New York. 

The Fix-Ol Co., 2429 West Grand 
River avenue, Detroit, Mich., perma- 
nent wave solution. Organized by Wil- 
liam B. Tubbs and Dr. Louis Lopez. 
De Paris, Inc., New York, 
cosmetics, perfume and _ hairdressing, 
100 shares no par value. Filed by 
Harry Mandell, 545 Fifth 
New York. 

Harris Eye Lotion Corp., New York, 

eye lotions, 1,000 shares no par value. 
Filed by David L. Sprung, 295 Madi- 
son avenue, New York. 
Co., Inc., New York, cos- 
metics, 200 shares no par value. Filed 
by Henry Young, Jr., 744 Broad 
street, Newark, N. J. 

Jackson’s Corp., New 
York, cosmetics, 100 shares no par 
value. Filed by Martin B. Nadle, 2 
Lafayette street, New York. 

Lahoud Products, Inc., Queens 
County, New York, cosmetics 200 
shares no par value. Filed by Kommel 
& Rosenberg, 11 West 42nd street, New 
York. 

Marlaine, Inc., New York, cosmet- 
ics, $10,000. Incorporators: Alice 
Charbonnet, 5 West 14th street, New 
York; Guy A. Armstrong, 404 West 
57th street, New York; Anna Swan- 
son, 150-52 178th street, St. Albans, 
N. Y. Filed by Emanuel Stempel, 11 
West 42nd street, New York. 

Midland Laboratories, 15511 Oak- 


cosmetics, tonics, 


Gaston 


avenue, 


Imocen 


Cosmetics 


field street, Detroit, Mich., shampoo 
and skin balm. Organized by Mrs. 
Genevieve M. Tighe. 

Parfums, City of Paris, Ltd., New 
York, cosmetics, $10,000. Filed by Al- 
bert Rolls, 878 Broadway, New York 
City. 

Parisian Cosmetic Co., 5140 Whit- 
field street, Detroit, Mich., cosmetics. 
Organized by Walter W. Kitchen. 

Sanus Sales, Inc., 542 Book build- 
ing, Detroit, Mich., sales organization 
for Sanus Medicated Soap. Howard G. 
Ennis in charge of Michigan sales. 

Sayta Corp., New York, soaps, lo- 
tions, perfumes, chemicals, extracts, 
100 shares no par value. Incorpora- 
tors: G. Martellotta, 498 7th avenue; 
C. C. Lewis, 697 West End avenue; 
M. Blaustein, 498 7th avenue, all of 
New York. Filed by Bloom & Scherl. 
25 W. 43rd street, New York. 

Vanite Compacts, Inc., New York, 
compacts, jewelry, novelties and ar- 
ticles of similar nature,- 100 shares no 
par value. Incorporators: Evelyn 
Fried, Francine Wagel and Milton 
Herman, all of 60 E. 42nd street, New 
York. Filed by Walter S. Fried, 60 E. 
12nd street, New York. 

Waverly Laboratories, Inc., New 
York, cosmetics, $10,000. Incorpora- 
tors: Thos. W. Keyes, 152 Wooster 
street, New York; Herman M. Endle- 
kofer, Bramback avenue, Scarsdale, 
N. Y.; Marie M. Keyes, 70 Walnut 
avenue, Bogota, N. J. Filed by Frank 
J. Waldeyer, 32 Liberty street, New 
York. 

White Magic Cleanser Corp., Roch- 
ester, N. Y., soaps and powders for 
laundry and toilet use and accessories, 
100 shares no par value. Incorpora- 
tors: Jacob J. DeJough, Elmdorf ave- 
nue: Fred Weber, 96 Prince street: 
Harry Wilcox, 131 S. Fitzhugh street, 
all of Rochester, N. Y. Filed by Van 
Duser, Liebscutz & Curran, 425 Gen- 
esee Valley Trust building, Rochester, 


N.. Ws 
Business Records 


Bankruptcy 
Elene, Inc., cosmetics, 62 W. 14th 
street, New York. Voluntary. Liabili- 
ties, $4,154; assets, $430. 


Reorganization Petition 

Ybry, Inc., cosmetics, 516 W. 34th 
street, New York. Voluntary proceed- 
ing to effect a reorganization under 
Section 77b of the Bankruptcy Law. 
Liabilities, about $40,000, exclusive 
of capital stock; assets, $150,000, ex- 
clusive of good will, trade marks, ete. 
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Conducted by Howard S. Neiman 


Tuis department is conducted under 
the general supervision of Howard S. 
Neiman, contributing editor on _pat- 
ents and trade marks. This report of 
patents, trade marks and designs is 
compiled from the official records of 
the Patent Office in Washington, D. C. 
We include everything relating to the 
four co-ordinate branches of the essen- 
tial oil industry, viz.: Perfumes, Soaps, 
Flavoring Extracts and Toilet Prepa- 
rations. 

Of the trade marks listed, 
whose numbers are preceded by the let- 
ter “M” have been granted registra- 
tion under the Act of March 19, 1920. 


those 


“ 


Trade Mark Registration 
Applied for 
(Act. of Feb. 20, 1905) 


These registrations are 
tion within thirty days after their publica- 
tion in the Official Gazette of the United 
States Patent Office. It is therefore suggested 
that our Patent and Trade Mark Department 
be consulted relative to the possibility of an 
opposition proceeding. 


subject to opposi- 


See Labo- 
1934.) 


washable 


355.633. Illustration. National 
ratories, Inc.. New York. (Mar. 1. 
Finger wave lotion including a 
color. 

359,071.—See Illustration. C. 
Co., Wilson, N. C. (Sept. 1, 
flavoring extracts 

365,693.—See 
Co., Omaha, 
ointment. 

365,799.—See Illustration. Beulah M. Ford, 
Albany, N. Y. (Nov., 1916.)—Hair grower, 
tetter oil, pressing cold cream, 
cream, hairdressing and waving fluid. 

366,283.—"“Nu-Wite.” La 
Co., Toledo, Ohio. (July. 
in the nature of a water 


W oodard 
1934.) Food 


Helth 


Skin 


Derma 
1935.) 


Illustration. 


Nebr. (Feb. 1, 


oil, lemon 
France Toledo 
1932.) —Chemical 
softener, deodorizet 
and perfumer to be mixed with liquids to 
improve the cleansing said 
liquids. 
366,962.—See Illustration. John Rosen- 
bluh, doing business as Jo-Ro Products, New 
York. (June 1, 1915.) 
preparation. 
367,042. 
Products, 
24, 1935.) 
367,853. 


qualities of 


Liquid hair and scalp 


See Illustration. Substance S$ 


Inc., San (June 


Francisco, Calif. 
Shampoo and salve. 
See Illustration. Commercial 
Laboratories, Newark, N. Y. (April, 
1932.) —Toilet preparations. 
368,077.—“LIFE TONE.” Lydia O'Leary, 
Inc., doing business as Lydia O'Leary, New 
York. (Apr. 30, 1935.) Preparation 
by morticians for embalming purposes. 


368,127.—See 


Inc., 


used 


Illustration. Colgate-Palm- 
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The remainder are those applied for 
under Act of February 20, 1905, and 
which have been passed to publication. 

Inventions patented are designated 
by the letter “D.” 

International trade marks granted 
registration are designated by letter 
= 

All inquiries relating to patents, 
trade marks, registrations, 
copyrights, etc., should be addressed to 


designs, 


PATENT AND TRADE MARK 
DEPARTMENT 
The American Perfumer, 9 East 38th 
St., New York City. 


olive-Peet Co., Jersey City, N. J. (Jan. 31, 
1910.) —Toilet soap. 

368,388.—See Illustration. Superior Lab- 
oratories, Inc., New York. (Aug. 1, 1935.) 
Perfumes, face powder, toilet waters, lip- 
sticks, rouges and cosmetical compacts. 

368,439.—See Illustration. American 
Chemical and Cosmetic Mfg., Inc., Indian- 
apolis, Ind. (May 3, 1935.)-——Cosmetics in 
liquid, cream, and paste form. 

368,702.—“Terci.” Paul Peter 
doing business as Eau de Cologne-& 
fumerie-Fabrik “Glockengasse No. 4711” 
gegenuber der Pferdepost von Ferd. Mul- 
hens, Cologne, Germany. (Feb. 29, 1922.) 
Eau de cologne, lavender 


Mulhens, 


Par- 


hair and 
mouth washes, perfumes, etheral oils, bril- 
liantine, depilatory, shampoo 


water, 


powder, cos- 
metic preparations. 

368,789.—See Illustration. Grace G. Orr, 
doing business as Gibbon-Orr Products Co.., 
San Pedro, Calif. (May 1, 1933.)—Tooth 
powder. 

368,964.—See Illustration. The M. 
Co., St. Bernard, Ohio. (Nov. 11, 
Soap. 

369,054.—See Illustration. General Dental 
Goods Co., doing business as General Dental 
Goods, Inc., Worcester, Mass. (Aug. 20, 
1935.)-—Preparation for use as a mouth wash 
or gargle 

369,220, 369,221. 
and Delfosse, Chicago, Ill. 
and Feb. 5, 
treated soaps. 

370,018.—See Illustration. Royal Soap & 
Chemical Co., Los Angeles, Calif. (July 16, 
1931.) Household cleanser, mechanic’s 
paste and 


Werk 
1932.) 


Dinet 
1934, 


Chemically 


See Illustrations. 
(Oct. 5, 
1915, respectively.) 


soap mechanic’s soap for the 
hands, 
370.031. 


doing 


See Illustration. E. A. Meyer, 

business as Green Bay Co., 

Bay, Wis. (1898.)—Soap, soap pow- 

ders, and household cleanser, etc. 
370,232.—See Illustration. United Enter- 

prises, Inc., Evansville, Ind. (Oct. 13, 1934.) 
Cosmetics. 


Soap 
Green 


370,714.—"E Z O.” Samuel Lessing, doing 
business as Ezo Chemical Co., Baltimore, 
Md. (Feb. 10, 1933.)—Skin lotion. 

370,872.—* DERMALURE.” Dermalure 
Co., Chicago, Ul. (July, 1935.)—Facial 
creams. 

370,886. Illustration. Mayo Bros, 
Laboratories, Los Angeles, Calif. (Oct. 21, 
1935.) —Tooth paste and tooth powder. 

370,928.—See Illustration. Charles Beahm, 
doing business as Laborlite Co., Portland, 
Ore. (Aug. 29, 1929.)—Cleanser, cleaning. 
and washing compound which is a soap saver 
and has incidental water softening properties. 

370,941. lustration. Eric Coupey, 
New York. (March, 1927.)—Natural and 
synthetic essential oils suitable for perfum- 
ing purposes. 

371,086.—See Illustration. 
Inc., New York. (Oct. 3, 
toilet water, sachet. 

371,189.—*LOST 
Chany, Inc., doing 
Chany, Inc., Culver 
1935.) —Perfumes. 

371,193.—“HOUSE OF 
William A. Webster Co., Memphis, Tenn. 
(Sept. 1, 1935.)—-Dental cream, after shav- 
ing lotion, shampoo, tooth powder, talcum 
powder, toilet water, cold cream, vanishing 
cream, and perfume. 

371,208.—“Jarice.” Furman- Weiland 
Associates, Inc., New York. (Oct. 10, 1935.) 

Toilet preparations. 

371,274.—"“W ALCODAN.” Max Spetal- 
nick, doing business as Walcodan Co., New 
York. (June 14, 1935.)—Dandruff remove 
and scalp antiseptic preparation, skin cream, 
skin lotion, massage cream, perfumery, face 
nail polish and 


See 


See 


Henri Bendel, 
1935.) —Perfumes. 


ORCHID.”’ 
business as 
City, Calif. 


Vimay- 
Prince de 
(Oct. 7, 


LORD'S.” The 


powder, deodorant, hair 
tonic. 

371,280.—“SCOTCH-TONE.” W. P. West- 
fall, doing business as Scotch-Tone Co.. 
Oklahoma City, Okla. (June, 1912.)—Haitr 
wave preparation, cold cream, hair tonic, hair 
restorer, vanishing cream, honey and almond 
lotion, ete. 

371,409, 371,411.—See Illustrations. The 
Armand Co., Des Moines, Ia. (Feb., 1935.) 
Face powder. 

371,425.—See Illustration. Harry I. Hull, 
Queens Village, Long Island, N. Y. (July 18. 
1934.)—-Hand cleanser, soaps and the like. 

371,450.—See Illustration. 
doing business as Aromatic 
troit, Mich. (Nov. 1, 1935.) 
tracts used for food flavoring purposes. 

371,477.—“24-HR.” Paul Frank Socolof 
sky, New York. (July 10, 1934.)—Tooth 
powder preparation. 

371,524.——‘TERGITOL.’’ Carbide and 
Carbon Chemicals Corp., New York. (Dec. 
18, 1934.—Cleaning compositions used in the 
textile, leather, 


Jacob Singer. 
Flavor Co., De 
Flavoring ex- 


other indus- 
tries, other than for laundries and dry clean 
ing concerns. 
371,584.—“721.” 
York. (July, 1935.) 


cosmetic and 


Bonwit Teller, Inc., New 
Bath and talcum pow- 


The American Perfumer 





~ 


der, bath oil, perfumes, and toilet water. 
371,619.—See Illustration. The Barbasol 
Co. Indianapolis, Ind. (May 1, 1924.) 
Toilet powder. 
371,620.—See Illustration. The Barbasol 
Co., Indianapolis, Ind. (Sept., 1919.) —Paste- 


like preparation for shaving. 

371,671.—See llustration. 
Bates, doing business as C. J. Bates & Son, 
Chester, Conn. (Nov. 5, 1935.)—Nail polish 
and bleach, powders, lotions, creams, and 
softeners for the hands, feet and face, cuticle 


Hamilton C. 


creams. 
371,698.—“DYKIL.” Lentheric, Inc., New 

York. (Nov. 1, 1935.)—Perfumes. 
371.729.—“Craig-Martin.” Comfort Mfg. 


Co., doing business as Craig-Martin, Chi- 


cago, Ill. (Nov. 5, 1930.) —Soaps and shaving 
creams. 
371.744.—See Illustration. The Theon Co., 


Inc., New York. (Dec. 14, 1934.)—Nail pol- 
ish, nourishing cream, and massage cream. 
371,798.—See Illustration. White Metal 
Mfg. Co., Hoboken, N. J. (Oct., 1933.) 
Metal collapsible tubes. 
371,799.—See Illustration. 
cal Co., St. Louis, Mo. (June 15, 
Toilet preparations. 
371,856 and 371,857. 
PEAU FRAICHE.” E. Daltroff & Cie., doing 
business as Parfumerie Caron, Paris, France. 
(June 18, 1935.)—Soaps, perfumes, toilet 
waters, face and toilet powders, etc. 
371,920.—‘SALON.”’ Dorothy 
Bloomfield, N. J. (Aug. 21, 1933.) 
powder. 
371,930. 


York Pharma- 
1935.) 


“MADEMOISELLE 


Gray, 
Face 


‘*~PETALSKIN.”’ 
O’Connor, doing business as 
Toiletries, New York. (Nov. 21, 
Toilet preparations. 

371,937—“PRESSULES.” E. R. 
& Sons, New York. (Nov. 15, 
lapsible metallic containers. 

372,006.—“*THINSIE.” Elgin American 
Co., Elgin, Ill. (Oct. 19, 1935.)—Vanity 
cases, rouge boxes, compact boxes, and pow- 
der containers, all empty and made in whole 
or in part of base metal. 

372,101.—See Illustration. 
Hughes, Chicago, Ill. (June, 
ing cream. 

372,109, 372,110.—*Gayla” and “Reward” 
respectively. Lever Brothers Co., Cam- 
bridge, Mass. (Nov. 23, 1935.)—Detergent 
compound. 

372,117. 


Susan V. 
Petalskin 
1935.) 


Squibb 
1935.) —Col- 


Stewart W. 
1935.) —Shav- 


“SEA MAID.” 


Standard Salt 


Corp., New York. (Nov. 21, 1935.)—Bath 
salt. 
372,171—*HYDROPHEN.” N. C. Good- 
win’s Laboratory, Inc., Brooklyn, N. Y. (Jan- 
uary, 1929.) —Preparation for the skin. 
372,345.—“C O-LO.” Anna L. Austin, 


Austin, Los 
Preparation 


doing business as Prof. John H. 
Angeles, Calif. (Jan. 15, 1905.) 
for restoring color to the hair. 


372,413.—“OLD SMOOTHIE.” Golden 
Glint Co., Inc., doing business as Old 
Smoothie Co., Seattle, Wash. (Nov. 20, 


1935.) —Brushless shaving cream. 
372,429.—-See 
Gamble Co., 
1935.) —Soap. 
372,568, 372,569.—See Illustrations. Orbis 
Products Corp., New York. (Nov. 1, 1935.) 
Eucalyptol and Oil of Eucalyptus. 


Procter & 
(Sept. 20, 


Illustration. The 


Cincinnati, Ohio. 


Patents Granted 


Cap for collapsible 
Joseph Z. Mull, Sr., 


2,026,646. 
the like. 


tubes and 
Philadelphia, 


February, 1936 
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and Herbert Macllvain, 
ship, Delaware County, 


Powder Dispenser. 


Hazel-Atlas 


Upper Darby Town- 
Pa. 

eparation. Heinrich 
ermany, assignor, by 
o American Hyalsol 
l. 

ed_ lipstick. 
ont, N. Y. 


Edward 


fit cap. Daniel M. 
lliams, Wheeling, W. 


Glass Co., 


» or cover with brush. 
Germany. 
Leslie D. 


2,026,816.—Soap pr 
Bertsch, Chemnitz, G 
mesne assignments, t 
Corp., Wilmington, De 
2,026,868.—One-hand 
S. Cornell, Jr., Larchm 
2,026,889.—Cushion 
Gray and John J. Wi 
Va., assignors to 
Wheeling, W. Va. 
2,026,890.—Screw-cay] 
Alexander Gross, Berlin, 
2,026,925. 
Whitney, San Francisco, Calif. 


2,026,937. 
nard Eisen, 


dinand Gutmann & Co., 


Container 


Yonkers, 


2.026,946.—C ontain 
a Forest Hills, 
Comte & Co., Inc., Bro 

2,027,361.—Food fl 


Arthur Alt, 


santo Chemical Co., St. 


2,027,387. 
P. Kyrides, 
Retailliau, 


mesne 


St. Louis, 


Flavoring 
Webster 
St. Louis, 


assignments, to 


ae 


N. ¥., 


avoring 


Groves, 


closure. Jay Ber- 
assignor to Fer- 
Brooklyn, N. Y. 
er. Victor K. Le 
assignor to Le 
i 
composition. 
Mo., assignor to Mon- 
Louis, Mo. 
of foodstuffs. 


»klyn, 


Lucas 
and Henry H. 
Mo., assignors, by 
Monsanto Chemical 


Co., a corporation of Delaware. 


2,027,921. 


Cosmetic. 


Charles Lionel Mar- 


me M.WERK¢o 
ESTABLISHED 1832 


aM AH | 


a 






ca? 266 
eI |' wii 389,072 
cosM E Tics 
Hava tavnut R 


cus, Mamaroneck, N. Y.. assignor to Par- 
fums Corday, Inc., New York. 
2,027.936.—Process of manufacturing 
soaps. Walther Schrauth, Berlin-Dahlem, 
Germany, assignor, by mesne assignments, to 
“Unichem” Chemikalien Handels, A.-G.., 
Zurich, Switzerland. 
2.028,112.—Hermetic 
sible tubes. Charles J. 
Pa., assignor to F. J. 
Philadelphia, Pa. 


closure for collap- 
Westin, Philadelphia, 
Stokes Machine Co., 


Designs Patented 
98,055.—Design for a jar. 
Conner, West Hartford, Conn. 
98,229, 98,230.—Design for a lid for a con- 
tainer, and design for a cap or analogous 
closure for bottles respectively. Reco Capey, 
London, England, assignor to Yardley & Co., 


Benjamin F. 


Ltd., London, England. 

98,266.—Design for a shaving bowl. Jac- 
ques Manoha, New York, assignor to Houbi- 
gant, Inc., New York. 

98,270, 98,271.—Design for a bottle and 
design for a box respectively. Frank MclIn- 
tosh, New York, assignor to Lentheric, Inc., 
New York. 

98,360.—Design for a boudoir case. Max 
C. Meyer, Brooklyn, N. Y. 

98,382.—Design for a bottle. Ferdinand 


S. Barbiers, Lancaster, 
General Glass Corp., 


Ohio, assignor to 
Lancaster, Ohio. 
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ESSENTIAL OILS 


Almond Bit., 
ST a 
Sweet True 
Aprical Kernel 

Amber, crude 
rectified 

Ambrette 

Amyris balsamifera 

Angelica root 
seed 

Anise, U. S. P. 

Araucaria 

Aspic (spike) Span. 
French 


Balsam, Peru 

Balsam, Tolu, oz. 

Basil 

Bay 

Bergamot 

Birch, sweet N. C. 
Penn. and Conn. 

Birchtar, crude 

Birchtar, rectified 

Bois de Rose 


Cade, U. S. P. 

Cajeput 

Calamus 

Camphor "white" 

Cananga, Java native 
rectified 

Caraway 

Cardamom, Ceylon 

Cascarilla 

Cassia, 80@85 p.c. 
rectified, U.S. P. 

Cedar leaf 

Cedar wood 

Cedrat 

Celery 

Chamomile 

Cherry laurel 

Cinnamon, Ceylon 

Cinnamon, Leaf 

Citronella, Ceylon 
Java ... 

Cloves Zanzibar 

Cognac 

Copaiba 

Coriander 

Croton 

Cubebs 

Cumin . 

Curacoa peels 

Curcuma 

Cypress 


Dillseed 


Elemi 
Erigeron 
Estragon 
Eucalyptus 
Fennel, Sweet 
Galbanum 
Galangal 
Geranium, Rose 
Algerian 
Bourbon 
Spanish 
Turkish 
Ginger ... 
Gingergrass 


90 


per Ib.... 


.. oz.) 46.00@ 


$2.20@ $2.40 
2.50@ 2.75 
58@ .65 
28@ 30 
2@ .30 
52@ .60 


3.00 3.25 


. 98. 


1.90@ 
55@ «60 


1.75 1.85 
1.35) 
1.55 


5.75@ 6.25 
4.25 
2.35@ 
150@ 1.75 
j 1.90 
2.10 
3.25 
18 
90 
1.40@ 3.00 


30@ 33 
55@ .80 
3.50@ 
2@ 25 
2.70@ 3.00 
3.10@ 3.60 
2.05@ 2.20 
12.00@ 30.00 
60.00@ 85.00 
1.10@ 
1.25@ 1.40 
1.00@ 1.10 
23@ 28 
4.15@ 
12.00 
3.00@ 7.00 
12.00@ 15.00 
12.00@ 20.00 
2.25@ 
2B@ 28 
30@ 35 
95@ 1.05 
18.00@ 21.00 
45@ 50 
4.80@ 5.25 
1.50@ 1.75 
3.25 
9.00 
5.25 


3.50@ 5.25 


1.65@ 

1.50@ 1.60 
35.00@ 38.00 
37@~—39 


1.20@ 1.30 


15.00@ 
42.00@ 


5.15@ 
5.00@ 
16.00 
1.85 
3.60@ 


3.25@ 


Grape Fruit 
Conc. 
Guaiac (Wood) . 


Hemlock 


Hops { oz.) 


Horsemint 
Hyssop 


Juniper Berries 
Juniper Wood . 


Lavender, _ 
French 

Lemon, Italian 
Calif. 

Lemongrass -“ 

Limes, distilled 
expressed 

Linaloe 

Lovage 


Mace, distilled 
Mandarin 
Marjoram 
Melissa 


Mirbane (see Nitrobenzol) 


Mustard, Genuine 
artificial 

Myrrh 

Myrtle 


Neroli, Bigarde, P. 
Petale, extra 

Niaouli 

Nutmeg 


Olibanum 
Orange, bitter 
sweet, W. Indian 
Italian 
Spanish 
Calif. exp. . 
dist. 
Origanum, Spanish 
Orris root, con (oz.) . 
Orris root. abs. (oz.) 
Orris Liquid 


Parsley 

Patchouli 

Pennyroyal Amer. 
French 

Pepper, black 

Peppermint, natural . 
Redistilled 

Petitgrain 
French 

Pimento 

Pine cones .. 

Pine needles, Siberia 

Pinus Sylvestris ... 
Pumilionis 


Rhodium, Imitation 

Rose, Bulgaria (oz.). 

Rosemary, French . 
Spanish 

Rue .. 


Sage .. 

Sage, Clary , 
Sandalwood, East India. 
Australia ; 
Sassafras, natural 

artificial 
Savin, French 
Spearmint .. 
Snake root 


3.00@ 
24.00@ 


4.00@ 
15@ 


9.00@ 
2.85@ 


. 40.0 


1.25@ 
£0@ 


11.50@ 
32.00@ 
3.75@ 
1.65@ 
1.40@ 
65@ 
6.25@ 


i 
1.60 
35. 


1.30@ 1.40 
4.00@ 5.00 


6.25@ 
4.00@ 4.25 


8.50@ 10.00 
1.95@ 2.25 


10.00 
3.25 3.75 


55.00@ 125.00 
70.00@ 150.00 


3.45@ 
1.30@ 1.40 


5.50@ 
2.50@ 
2.60@ 
2.70@ 
2.55@ 
3.00@ 
15@ 
1.00@ 
4.00@ 5.00 
35.00@ 50.00 
18.00@ 25.00 


10.75@ 11.30 
5.50@ 6.00 
2.15@ 2.40 
1.55@ 1.65 
6.00@ 6.50 
2.00@ 2.05 
2.30@ 2.65 
1.10@ 1.35 
2.35@ 2.50 
1.60@ 2.75 
3.00@ 

1.00@ 1.25 
1.75@ 1.90 
1.90@ 2.15 


2.00@ 4.50 
6.00@ 12.00 
40@ «50 
36@ .40 
2.35@ 2.50 


2.00 

30.00 

5.50@ 6.00 
5.75@ 
85@ .90 
A48@ 50 
2.00@ 2.10 
1.65@ 1.80 
11.25@ 13.75 


ATs 


(Quotations on these pages are those made by local dealers, but are subject to revision without notice) 


Spruce 
Styrax 


Tansy 
Thyme, red 
White 


Valerian 

Verbena 

Vetivert, Bourbon . 
Java 
East Indian 


Wine, heavy 
Wintergreen, Southern 
Penn. & Conn. 
Wormseed 
Wormwood 


Ylang-Ylang, Manila 
Bourbon 


15@ 85 
5.80@ 6.50 


1.80@ 2.10 
2@ 85 
85@ 1.25 


14.50@ 15.00 
3.75@ 7.00 


. 11.00@ 13.00 


15.00 
30.00 


ee 

3.35@ 3.75 
4.50@ 8.00 
2.30@ 2.40 
2.50@ 2.75 
29.00@ 35.00 
5.00@ 8.00 


25.00 


TERPENELESS OILS 


Bay 
Bergamot 


Clove 
Coriander 


Geranium 
Grapefruit 
Sesquiter ‘less 


Lavender 
Lemon 
Lime, ex. 


Orange, sweet 
bitter 


Petitgrain 
Rosemary 
Sage, Clary 
Vetivert, Java 
Ylang-Ylang 
OLEO-RESINS 
Benzoin 


Capsicum, U. S. P. X. 
Alcoholic 
Cubeb 


Ginger, U. S. P. VIII 
Alcoholic ; 


Malefern 


Oak Moss 
Olibanum 
Orris 


Patchouli 
Pepper, black 


Sandalwood 


Vanilla 


3.75@ 4.00 
5.75@ 


4.00 5.00 
20.00 


8.00@ 12.50 
45.00@ 60.00 
85.00@ 


7.00@ 8.50 
8.00@ 14.50 
50.00@ 72.00 


78.00@ 90.00 
90.00@! 15.00 


4.00@ 


2.50@ 
90.00@ 
35.00@ 
28.00@ 35.00 


3.00@ 3.25 


2.20 
3.20 


3.25@ 


2.50@ 2.60 
3.30@ 


1.45@ 1.60 


6.00@ 15.00 
3.50@ 
17.00@ 28.00 


16.50@ 18.00 
4.00 4.60 


16.00@ 
6.75@ 9.00 


DERIVATIVES AND CHEMICALS 


Acetaldehyde 50% 
Acetophenone 
Acetyl Iso-eugenol 
Alcohol C 8.. 

Sy .. 

C10.. 

Cc il 

Cc 12 


2.00@ 

1.50@ 2.50 
7.50@ 8.00 
16.00@ 20.00 
26.00@ 40.00 
23.00@ 30.00 
20.00@ 25.00 
14.00@ 25.00 
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Aldehyde C 8 

C 9. 

c 10 

cil 

C 12 

C 14 (so-called). . 

C 16 (so-called). . 
Amyl Acetate . .. 
Amyl Butyrate 
Amy! Cinnamate 


Amyl Cinnammic are a 


Amy! Formate eee 
Amyl Phenyl Acetate ...... 
Amyl Salicylate 

Amyl Valerate 

Anethol at 

Anisic Aldehyde .. 


Benzalydehyde, U. S. P. 
F. F.C. a 
Benzophenone 

Benzyl Acetate 
Benzyl Alcohol 
Benzyl Benzoate 
Benzyl Butyrate 
Benzyl Cinnamate 
Benzyl Formate .... 
Benzyl |Iso-eugenol 
Benzylidenacetone 
Borneol 

Bornyl Acetate 
Bromstyrol .... 

Butyl Acetate 

Butyl Propionate 
Butyraldehyde 


Carvene .. 

Carvol .. 
Cinnamic Acid 
Cinnamic Alcohol 
Cinnamjc Aldehyde 
Cinnamyl Acetate 
Cinnamyl Butyrate 
Cinnamyl Formate 
Citral C. P. 
Citronellal 
Citronellol 
Citronellyl Acetate 
Coumarin 


Cuminic Aldehyde 


Dibutylphthalate 
Diethylphthalate .. 
Dimethyl Anthranilate 
Dimethyl Hydroquinone 
Dimethylphthalate 
Diphenlymethane 
Diphenyloxide 


Ethyl Acetate ... 
Ethyl Anthranilate 
Ethyl Benzoate 
Ethyl Butyrate 
Ethyl Cinnamate 
Ethyl Formate 
Ethyl Proprionate 
Ethyl Salicylate 
Ethyl Vanillin 
Eucalyptol 
Eugenol 


Geraniol, dom. . 
Geranyl Acetate 
Geranyl Butyrate 
Geranyl Formate 


Heliotropin, dom. 
foreign .. 

Hydratopic Al’ hyde 

Hydroxycitronellal . . 


Indol, C. P, 
lso-borneol 
lso-butyl Acetate 
Iso-butyl Benzoate 
lso-butyl Salicylate 
lso-eugenol 
lso-safrol 


. (oz.) 


Linalool 
Linalyl Acetate 90% . 
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_ 15.00 


- 33.00@ 50.00 
_ 42.00 


48.00 

15.75 

25.00 
75@ 1.00 

1.05@ 1.25 

2.50@ 

3.90@ 


1.60@ 
3.00 


90 
2.00@ 
1.00 
3.25 


1.30 
1.55 


1.45@ 


4.00 
1.90 
4.00 


2.40 
1.15 


2. 00@ 


3.50@ 
3. 25@ 


32@ 
3.50 
50@ 


1.75@ 
1.20@ 


30@ 50 
6.50@ 8.50 
1.20@ 1.75 
1.00@ 
3.50@ 
1.00 
1.40 
1.I5@ 2. 
15.00@ 20.00 
55@ 

1.90@ 


1.30@ 
2.00@ 
6.00@ 
5.00@ 


2.20@ 
2.35@ 
25.00@ 
3.00@ 
2.25@ 
2.30@ 
2.65@ 
2.75 
3.00 
3.50@ 
2.00@ 


2.30@ 
2.30@ 


4.00 
1.25 


6.00 
4.00 


5.00 
3.50 


Linalyl Anthranilate 
Linalyl Benzoate ... 
Linalyl Formate .. 


Menthol, Japan . 

Synthetic Ke 
Methyl Acetophenone 
Methyl Anthranilate 
Methyl Benzoate .. 
Methyl Cinnamate . 
Methyl Eugenol 
Methyl Heptenone .. 
Methyl Heptine C’'b. 
Methyl Iso-eugenol ... 
Methyl Octine Carb. 
Methyl Paracresol ... 
Methyl Phenylacetate 
Methyl Salicylate 
Musk Ambrette 

Ketone 

Xylene 


Nerolin (ethyl ester) . 
Nitrobenzol 
Nonyl Acetate 


Octyl Acetate 


Paracresol Acetate .. 
Paracresol Methyl Ether 
Paracresol Phenyl-Acetate 
Para Cymene, (gal.) . 
Phenylacetaldehyde 50% . 
100% 
Phenylacetic Acid 
Phenylethyl Acetate 
Phenylethyl Alcohol 
Phenylethyl Anthranilate 
Phenylethyl Butyrate .. 
Phenylethyl Formate 
Phenylethyl Propionate 
Phenylethyl Val'rate 
Phenylpropyl Acet. .. 
Phenylpropyl Alcohol . 
Phenylpropyl Aldehyde 


Rhodinol 


Safrol 

Santalyl Acetate 
Skatol C. P. 
Styralyl Acetate 
Styralyl Alcohol 


Terpineol, C. P. 
Terpenyl Acetate 
Thymene 

Thymol 


Vanillin (clove oil) 
(guaiacol) 
Vetiveryl Acetate 
Violet Ketone Alpha 
Beta 
Methyl 


Yara Yara (methyl ester) ... 


BEANS 


Tonka Beans, Para 
Angostura 


Vanilla Beans 
Mexican, whole 
Mexican, cut 
Bourbon, whole 
South American 


. 25.00 


9.00@ 12.00 
3.55@ 3.65 


f 3.00 
1.50@ 2.00 
2.50@ 3.50 
1.00@ 1.75 
3.65@ 


2.90@ 
3.00@ 


6.75 
5.00 
44.00 
7.50@ 12.50 
24.00@ 32.00 
4.00@ 6.00 
2.25@ 3.00 
42@ ~~ -«.50 
445@ 4.60 
4.70@ 4.85 
1.40@ 1.55 


150@ 1.75 

15@ 
46.00@ 48.00 
35.00@ 40.00 


4.00@ 5.50 
3.50@ 5.00 
10.00@ 18.00 
1.25@ 1.65 
5.00@ 7.00 
8.00@ 10.00 
2.25@ 4.00 
4.25@ 7.00 
3.00@ 4.25 
16.00@ 

8.50@ 16.00 
12.50@ 18.00 
9.50@ 

16.00@ 

8.00@ 11.00 
450@ 8.35 
8.00@ 12.00 


11.00@ 20.00 


60@ .75 
22.50@ 
7.00@ 10.00 
15.00@ 18.00 
20.00@ 


30@ 46 
1.00@ 1.50 
45@ 


155@ 1.65 


3.75@ 3.85 
3.65@ 3.75 
30.00@ 38.00 
5.00@ 10.00 
5.50@ 8.00 
5.25@ 8.00 


1.50@ 1.75 


1.40 
2.75 


1.25@ 
2.50@ 


4.25 
3.25 
3.40 
3.00 


3.25@ 
2.80@ 
3.25@ 
2.60@ 


SUNDRIES AND DRUGS 


Acetone ; 
Alcohol, 190-pf. gal. 
Almond meal 

Alum, potash 
Aluminum chloride 
Ambergris, ounce 


Balsam, Copaiba ...... 
Fir, Canada, gal. 
Oregon 
Peru 


Tolu 


A2@ 15 
429@ 4.30 
21@ 25 
an 03'/2 


25. oe 35.00 


20@ 22 
9.00@ 12.00 
1,00@ 1.25 
1.50@ 2.00 
50@ .60 


35@ 37 
28@ 30 
1.35@ 1.40 
125.00@140.00 


; 16@ ~~ .20 
Calcium, phosphate ... = -_ 
Phosphate, tri-basic 
sulphate .. waka O 
Camphor . : 65 
Cardamom seed 80@ ~—«.85 
Castoreum . sas 18.00 
Cetyl Alcohol 1.50 
Pure .. 2.15 
Chalk, precip. , 06'/2 
Cherry laurel water, ‘gal. ' 
Citric acid ... ik awe ae 35 
Civet, ounce .. ee 4.50 
Clay, Colloidal @ .03'2 
Cocoa butter 14 


Fatty Acids (See Next on 
Formaldehyde 06\/, 


Formic acid . &2@~ «16 
Fuller's Earth, ton 30.00 


1.25 


Beeswax, white 
yellow 

Bismuth sub-nitrate 

Boric Acid, ton .... 


Calamine 


Guaran 

Gum Arabic, white 
Amber .... 

Gum Benzoin, Siem 
Sumatra 

Gum galbanum 

Gum myrrh . 


Henna, powd. 
Hydrogen peroxide 


Kaolin 


Labdanum 

Lanolin, hydrous 
anhydrous 

Lavender flowers 


Magnesium, Carbonate 
Stearate 
Sulfate 

Musk, ounce 


Oils, Vegetable (See Next Pe 
Olibanum, tears 

siftings 
Orange flower water, gal. 
Orange flowers 
Orris root, powd. 


Paraffin 

Patchouli leaves J 

Petrolatum, white 

Phenol . 

Potassium, Carbonate 
Hydroxide 


Quince seed 


Reseda flowers 

Rhubarb root, powd. ..... 
Rice starch 

Rose leaves, red 

Rose water, gal. 


Salicylic acid 

Sandalwood Chips 

Saponin 

Soap, neutral white 

Sodium, Carb. Crys. 
Phosphate, Tribasic 

Spermaceti 

Styrax 

Sulfur, precip. 


0 
on 
40 


27@ 
22@ 
1.20@ 
45@ 


42@ 


Vetivert root . 30@ 


Tartaric acid 
Titanium oxide 
Tragacanth, No. | 
Triethanolamine 


Venice turpentine, gal. 


.5@ 


1.10@ 
13L@ 
21@ 


Violet flowers . 


Zine peroxide 
Oxide 
Stearate 





A Ml 


Although trade in aromatic chemi- 
cals and essential oils fell below ex- 
pectations during January, price move- 
ments were of a highly interesting 
character. Perhaps the hopes of man- 
ufacturers and dealers had been raised 
a little too high in the face of the rapid 
progress made during the closing 
months of 1935. 

A setback in retail sales as the result 
of severe weather conditions, reduced 
operations in some of the heavier in- 
dustries and the general feeling of un- 
certainty that has grown out of recent 


political developments all tended to 
have an adverse influence on the sale 
of these articles. 

The most interesting development 
during the period was a sharp reduc- 
tion in artificial musk prices. Xylene 
fell back 10 cents while quotations on 
ambrette and ketone were lowered 55 
cents a pound. Manufacturers claimed 
that out of recent trade agreements, 
which have lessened the duty, such a 
movement was necessary to protect 
their own market. Geraniol was unset- 


tled with the desire for increased busi- 


ness tending to keep quotations favor- 
able for consumers.  Terpiniol has 
been gradually declining. Because of 
competitive conditions it appeared to 
be a buyers’ market in most respects. 

Although the demand for pepper- 
mint oil was not of sufficient volume 
to bring about the anticipated upswing 
in prices, underlying conditions remain 
firm. The yield per acre of oil in 1935 
averaged twenty per cent higher than 
the previous year, but a large portion 
of this oil was found to be very low in 
menthol content. 

Citrus unsettled. Both 
orange and lemon felt the pressure of 
resale lots as well as the influence of 


oils were 


new crops on the consuming markets 
of the world. 


PRICES OF SOAP MATERIALS 


Tallow and Grease 


Tallow, N. Y. C. extra 
Edible 
Fancy 

Grease white 
House 


Yellow 
Lard 


Fatty Acids 


Coconut Oil, 98% Saponifiable, tanks 
Corn Oil, 95% T.F.A. tanks 
Red Oil, distilled, tanks 

Saponified 
Stearic Acid, single pressed, c.l. 
Double pressed 

Saponified 
Triple pressed 

Saponified 


Soap Making Oils 


Castor No. 1, tanks 
No. 3, tanks 
Coconut, Manila Grade, tanks 
Corn, crude, Midwest mill, tanks 
Cotton, crude, Southeast, tanks 
Refined 
Lard, common No. 1 barrels 
Olive, denatured, max. 5% 
bbls., gal. 
Foots, Prime, green, barrels 
Palm, softs, max. 20% 
Niger, casks 
Palm, Kernel, tanks 
Peanut, crude, barrels 


Refined, 


F.F.A. 


barrels 


Soya beans, max. 2% F.F.A. Midwest 


mill tanks 
Tallow, acidless. barrels 


92 


F.F.A., drums 


Refined. 


$0.065% 


0844 Nominal 
.09 

05°44 
0514 
0514 
11% 


0734 
054% 
05% 


12% 


Soap, lye 


Acid, muriatic, 18°, 
Sulfuric, 60°, ton 


66°, ton 


Borax, crystals, carlot, ton 


Whale, Crude No. 1, Coast, tanks 


barrels 


Chemically pure, drums extra 
Dynamite, drums included 
Saponification, drums ll @ 


041 j (a 
07% (a 


Glycerine 


.l 11, (a 
1334 @ 


LO 
14 
11% 
10 Nominal 


Rosin 


Barrels of 280 pounds 


$4.65 K 
5.00 M 
15 N 
5.40 W.G. 
5.50 WW. 
Soo A 
5.60 Wood 


Chemicals 

$1.00 
11.00 
15.50 


12.00 


100 pounds 


Cyclohexanol (Hexalin) 30 


Naphtha, cleaners, tank cars 
Potassium carbonate, 80@85% 
( Caustic 


Hydroxide 
92% 
Salt. works, ton 
Sodium 


(a 80 
08% (a 08% 
041 (a 
047%, (a . 05 
.0434 (a Nominal 
093) 
.1234 (a 


Hydroxide 


Silicate 40°, 


pounds 


Nominal 
131% 


Sulfate, anhydrous 
Phosphate, tri-basic 


0814, (@  .09 


.0834 a Zinc oxide 


carbonate 
light, 100 pounds 
( Caustic 
Solid, 100 pounds 
drums, 


.05 
07 
potash) 88a 

O74, a 


11.50 (a 14.00 


€ 


(Soda ash) 58% 


1.23 @ 2.37 
Soda ) 76% 

2.60 (a 3.75 
works, L100 

80 

0214, a 03 

021% (a .03 


05Y4,@ 05% 
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DURABLE 


UNIFORM 


Manufacturers of 
COLLAPSIBLE 
TUBES since 
1898 * 


COLORFUL 





TURNER WHITE METAL CO., Inc. . . . New Brunswick, N. J. 
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THE CONSUMER 15 KING 


DONT NEGLECT THE DEALER 


He is a mighty important personage too. Dealer 
cooperation counts for almost as much as con- 
sumer acceptance in the success of your sales 
program. 

A Package by Ritchie is a real “dealer help.” 
One that he appreciates . 


. one that you can 
merchandise profitably in your dealer promo- 
tion material. 

For dealers are canny. They recognize the 
consumer appeal in Ritchie package styling. 
They are quick to see the display value of the 
modern Ritchie design. And they agree that a 
package like that belongs in plain sight, where 
the consumer can see it, not back in the store 
or hidden on the shelf. 

That’s why a Package by Ritchie will help 
tremendously in your efforts to secure new 
dealers and to keep present dealers “sold.” 

Write for Packages that Sell, a 
brochure full of novel packages 
and packaging ideas. Several prize 
winners. It’s Free. 


W. C. RITCHIE and COMPANY 
rev" g045 BALTIMORE AVENUE - CHICAGO 


New York Detroit Minneapolis St.Paul Los Angeles 
Milwaukee St. Louis Ft. Wayne 








Your own brand 
of cosmetics... 


must bring you a satisfactory profit— 
but above all must possess merit and 
distinction. 


Our own formulas are the result of 
thirty years of experience—but we can 
develop your formulas if you so prefer. 


You can buy our products in packages 
completely finished for resale, or pack- 
aged but not labeled, or in bulk if you 
want to do your own packaging. 


Check in the appended list the items 
you wish to stock, or send for one of our 
confidential price lists. This carries no 
obligation to purchase. 


We list only the fast selling items. If what 
you need is not listed, let us know and 
we will advise you promptly regarding it! 


CREAMS Sundries (Cont'd) Liquids (Cont'd) 


Acne Cream Rouge After Shave 
All Purpose Eye Shadow Lotion 
Bleach Dusting Powder Deodorant 
Cleansing 
— sae FACE POW DER 
Foundation Perfumes More than 70 
Lemon Toilet Water shades of the 


Tissue 
Beauty Mask 
Clay Pack 
Deodorant 


SUNDRIES 


Shampoo 
Hair Tonic 
Lotions 
Skin Tonics 
Astringent 
Brilliantine 


Rouge Compact Powder Base 


Lip Sticks 


Muscle Oil 


highest grade in 
Light, Med. and 
Heavy weight 
carried in stock. 
The quality of 
our Face Pow- 
der has a world 
wide reputation. 


“Klinker 


MFG. apc. CO” 


9200-9210 Buckeye Rd., Cleveland, Ohio 
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ADVERTISEMENT 


AL 


Frnruary - * 


ETHYL ALCOHOL PRODUCTION 


This cntire page is a pa 


Production 
1000 
pr 
gral 
Sales 
1000 


proof 
ral On 


tobe 


PRICE REDUCTIONS POSTED ON 
INDUSTRIAL ALCOHOL FORMULAS 


Price schedules on pecially denatured 
alcohol and pure alcohol for industria! 
purposes were reduced last month fol- 
lowing the declines in on in 
dustrial for anti-freeze which 
were announced in December. 
Preliminary — report indicate thi 
shipments of specially denatured alcohol 
to the trade during the past I] 
show somewhat larger vol 
total for the precedi 
the increase In activits 
consuming Industrie 
Colder weather d 


} 


schedule 


alcohol 


year W 


of January wa 
In Moving ste 
tured alcohol 
freeze trade. 


CK 


con 


CHEMIGAL EXPORTS HOLD AT 
PEAK LEVELS IN NOVEMBER 


‘iu . 
rend, 


ict 


Disrega 
export 
contint 
bringing 
months of k ar to oe iu 
cording 
Departmen 

The 
Nov 
record that 


Tat 


ember 


1 recent 
higher than 
The his 
largely to hey 
medicinals, indu 
chemical special 
paints, varni 
black and pot: 
tilizers, it wa 
Medicinal ¢ 
higher, reaching 


S1T.205 500 


Xport 
the 
compared 
during the corre 


$1,039,700 


f LO 4 


nonce mo ( 


Prepared Monthly by the U. 


d advertiseme 


HUL NEWS 


A Monthly Series of Technical Articles for Chemists and 


CO 


ne, 





DATE SET FOR ANNUAL N.Y. DRUG, 
CHEMICAL & ALLIED TRADES DINNER 


Preliminary 
Annual “Drug, 
Trades Get Tos 
day, March 
New York, are 
cording t 
strong, 
mittee 

Let 


ment 


tor 


pian t 
Chemical 


chairman 


entertainment 


although nam f the principa 


and, 
peaker and toastm: ‘the evening 
have not yet been made public, 
may be 
will be 

Ray C. Schlotterer, Secretary 

Drug, Chemical and Allied Trade 
tion of the New York Board of Trade, is 
» of reservations. All 


charge ol 


evervone 


l 


that 


? 
one ol the bye 


certain 


avain mn 
urged to get In 


11 Park 


early as pos 


attend 
Mr. Schlotterer, 


York City, as 


planning to 
touch with 


Row, New 
ible 


“NON-INDUSTRIAL USE” OF DISTILLED 
SPIRITS DEFINED BY F.A.A. RULING 


Ak ohol 


ion 


are 


Administration 
clarifying the 
“non-industrial use” of distilled 
1 definition was requested 
Industrial Alcohol 

term was not de 
al Alcohol Administra- 


Federal 
1 | 


ued a defhinit 


The 
has 1 
term 
spirit suc 


by the 


of the F.A.A 
Institute | 


in the 


ecause the 
tined 
tion Act. 

This definition, 
of Regulations No 
lating to Non-Indus 
Spirits and Wine,” 


ETHER AS WELL AS ALCOHOL is 
used in the primary purification of ether in the 
subsidiary of the ULS 


Co. a Industrial 


are of recognized quality 


S. Industrial 


Aleohol Co 


I:xecutives * 


NEW DENTAL “DESENSITIZER” 
USES ETHYL ALCOHOL AND ETHER 


€.S.0. Prepared to Supply Twoof Three 


Ingredients Necessary for Preparation 


| preparation, known a 


and designed to a 
ident to the treatm 
vas announced last month 
or of Dentis n tl 

School of Dental 


v, New York. 


formula of the n 


ImpDla 
Oral 


try in the Col 


and 


The proportions are by weight and the 
olution should be kept tightly 
corked in brown glass bottles. 
While the basic patents } 
sued to University Patents, Inc., whi 
is controlled by Columbia University, it 
ported that the University and 
led ‘not to take up the 
nts, but to’give it free to the world.” 
It is interesting to note that the 
ingredients in the formula are said 
have been used in dental work for a con- 
‘able time, but that only 


+ 
to 


finished 


‘ re 
Weal ! 


> Inventor deci 


thre 
to 


now have 


oportions necessary produce an 


tic effect been determined. Also, 

familiar 

f specially denatured alcohol 
from the If 


probably be mit 


fey 


commonly known) 
oth authorized denaturant 


this 


“* 
} 
since preparati 
, , } 1 ’ 
red aiconol 


t } . 

tO be ay 
) ] » % ’ 
atl weve! t 


t} 


by U.S. Fike 
plant of 


shown 
Industrial 
Both the ether and aleohol produced 


crubbers 


iltimeore the LL S 


use in druy preparations 


leohol Co, 











ALCOHOL NEWS 


Time Limit Extended for Dis- 
INCREASED DURING FISCAL YEAR 


TECHNICAL DEVELOPMENTS 
posal of C. D. No. 5 Stocks 


i hie ims 


‘ 


Within whic Locks 


denatured alcoho! 
No 5. mace 


1935, which 


prior to 

are in the 

roducers or controlled 

n be disposed of 
extended to April 
[.D. 4621 issued by th 

Department the market. It 

Manufacture 
‘ 


tf thi 
nued last 5 


A rubber-lined fibre drum f\ 


lain 


NEW DENTAL “DESENSITIZER” 


A small laboratory-size melting pot | 
vaxes and ot} » | rr Oi rreret ‘ 


The 


desirability of lacquering labels t 
a waterproof 4 fir 


. and 
S. Industrial i 
1 of the A rubber-lined centrifugal pump of improved de- 
sign tor handling rro liquid nh i 
hydrochloric acid, chlorin lution | 


The control of corrosion 


A new portable liquid mixer | 


U.5.INOUSTRIAL ALCOHOL CoO. 


WORLD’S LARGEST PRODUCERS OF INDUSTRIAL ALCOHOL 
Tu ALCOHOT 
me NAT kep-l / / 


ormul © COMPERTELY 


SOLON - (; Nolount oe I 


penateren-1// Formulas e 


sot. Pyro Brand DENATURED ALCOHOL! 
PURI 190 PROOT 


anmypRous- Denatured e ansorere- Pure 


© SUPER PYRO I nti-l reece 


) TAN PAID—TAN FREE 


U.S. nt. 8. PE thy] oe) WERB'S-/thyl 
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SHAMPOO 
BASE SOAPS 


Coconut Oil—60% Anhydrous 
All Colors 


Olive Oil—60% Anhydrous 
Natural Only 


Coconut Oil—50% Anhydrous 
All Colors 


LIQUID 
SHAMPOOS 


Coconut Oil — 30-35-40-45% 
All Colors—Perfumed 


Olive Oil—Natural Only 


80% Pure Olive Oil 
20% Coconut Oil 


Castile Soap—Natural Only 
Made from U. S. P. Castile Soap 


BAR SOAPS 
Castile U.S. P. 
Coco-Castile 50-50% 


Pure Coconut 


POWDERED and 
GRANULATED 


Castile U.S. P. 
Coco-Castile 50-50% 


Pure Coconut 


Oo 
o CUMGERLANO 6-280° 
54-60 RICHARDS ST. BROOKLYN, N.Y. 
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Constant Research 
has enabled DUVAL 
to sell its products to an 
ever-increasing clientele 


The constant and never-ceasing study of the 
quality of perfume and flavor materials, and 
in which each product can best be employed, 
has given us an insight into our business 
which has served our customers as well as 
it has served us. 


To makers of 


Toilet Preparations Flavoring Extracts 
Food Products 
Dentifrices 


Insecticides 
Soaps, Etc. 
We earnestly solicit your inquiries for spot 
goods or on contract for future delivery on 
tssential Oils, Aromatic Chemicals, Natu- 
ral and Synthetic Flower Oils, Resinoids, 
Natural and Synthetic Fixatives and all 
other Perfume and Flavor Materials that you 
may be using in your product. 


If you are interested in modern, 


distinctive and artistic 


Perfume or Flavor 


CREATIONS 


for any kind of Toilet Preparation, or for a 
particular kind of Food or Flavor product. 
write us, and we shall be pleased to go into 
this more fully with you. 


Samples and Prices Gladly Sent on Request 


an 


91-123 East 24th St., New York 
au 





FREE AS THE AIR in Florence—but 
3900 million dollars here 


Between the status of a gift of nature in the sunny fields 
of southern Europe and the annual amount spent for 
toilet preparations in the United States, lies the power of 
the American Toilet Preparations Industry. 


But how are you going to reach the executive group 
which buys for this tremendous business? 


The American Perfumer will do it. This class magazine 
of the toilet preparations industry limits its editorial con- 
tent to appeal only to that relatively small, but all impor- 
tant number of executives whose interest is in raw mate- 
rials, manufacturing, management, and sales promotion. 


The American Perfumer will reach more actual buyers 
per thousand circulation than is possible in a less exclu- 
sive medium. 


THE AMERICAN PERFUMER and Essential Oil Re- 
view . A Robbins Publication . 9 East 38th Street . New York, N.Y. 





PLYMOUTH SPECIALTIES 


“PLYMOUTH” POWDER BASE NO. 7——50 Ib. cartons. “PLYMOLINE” CREAM BASE—375 Ib. drums. 
This is a new raw material for faee powder manufacturers. It will improve 

any face powder; it is extremely soft, white and odorless and has exceptional cover 

ing power and adhesiveness. Particle size of it is between 3 and 7 microns in 

diameter. It is not a mechanical! compound , -pc__ 7 "1 : a - 

“PLYMOUTH” SUN-BURN PREVENTER OIL CONCENTRATE—1 Ib. sens ee ee : 7 an — ‘ ; 

to 55 galton drums. This is one of the new oxycholesterin absorption bases having a very exceptional 

For sun-burn prevention used in a 20% strength in either an oil base or in quantity of effective substances. it produces waxless, neutral, soft type tissue 

a cream it affords positive and adequate protection against sunburn. Charts cover- creams. It is simple to operate 

ing it are available. 

AEYRGMTTE” SGADERED SRAMPOO Bace-es lt aia, “RIGAL BRAND” GENUINE IMPORTED RUSSIAN MINERAL OILS 
This will stand diluticn with at least equal parts of water and remain per We were the original importers of Russian Oils to this country. We offer all 

fectly clear. It is non-foaming and quite neutral. It needs only the addition of grades and viscosities ranging from the “‘Extra Heavy’’ 335/345 Viscosity to the 

water and perfume to complete a soapless shampoo. “Extra Light’’ 80/85 Viscosity. 

PERFUME COMPOUNDS : 

; We have a complete line of perfume compounds suitable for any type of cosmetic at a price range to suit all classes of trade. This is a separate department and 

is in charge of a perfume chemist whose time is entirely devoted to the development of new odors. We solicit your inquiries for our regular line or for special odors to 

suit your individual requirements . 


COSMETIC RAW MATERIALS FOR CREAMS AND LOTIONS 


STEARIC ACID Selling agents for Harkness and Cowing Co. making only a saponified triple pressed and better stearie acid. Of a very low Iodine number indicating 
extreme purity. 

ANHYDROL Ss. LANOLIN USP Selling agents for American Lanolin Corp. A Lanolin of very light color, good body and very sweet inoffensive odor 

“PLYMOUTH” CRYSTAL “E” Mineral Oil—Specially made for creams and general cosmetic use. Exceptional purity, having a USP acid test Absolutely odor 
less and tasteless, colorless. A LIGHT oil for modern fluffy soft creams. Other grades also 

PETROLATL M All grades USP of pure Pennsylvania stock, filtered, NOT acid treated. All colors, Snow White to Amber, all USP. Special soft grades and 
quatities, of soft and medium consistency. 

GENUINE SPERMACETI—A very pure white product. The usual objection to Spermaceti in creams because of “‘fishy odor’’ is not applicable because “Plymouth” 
brand is practically odorless. 

SUN BLEACHED BEESW AX USP-—-In dises, pound slabs and large cakes. GUARANTEED PURE and USP. Always uniform quality. Also Yellow refined 

“CIRINE WAX The Plymouth name for a special grade of Ceresine wax for the Cosmetic industry. Melting point about same as Beeswax, preventing lumpiness 
in a The same grade as sold to the largest cream manufacturers in the country for more than twenty years. Always uniform. White and odorless. Other 
grades too. 

IMPORTED OZOKERITE From Austria and guaranteed pure and unadulterated. Two grades, one 176/178° F. melting point, the highest obtainable, and a lower 
melting point quality of 156/158° F. Both perfectly white and odorless. 


COSMETIC RAW MATERIALS FOR POWDERS 


STEARATES —Of our own manufacture. ‘Plymouth Brand’’ Zine as used by Face powder manufacturers for twenty years. Light, white, odorless and fluffy. Guar 
anteed made from Stearie Acid. Plymouth Magnesium Stearate for Face powder manufacturers who prefer it 

ZINC OXIDE USP—We import the Belgian V. M. Gold Seal and White Seal, of the highest degree obtainable, Lead content nil For the discriminating trade 

PRECIPITATED CHALK USP—Snow Top Brand in all weights and densities. 

MAGNESIUM CARBONATE USP and Technical —The Imported Pattinson B-and Light and Heavy 

COLLOIDAL KAOLIN USP—The finest »article size obtainable 

RICE STARCH— The Genuine Imported Java Rice Stareh 

TALC —Al! grades, Italian, French and domestic 


AND PLYMOUTH ORGANIC LABORATORIES, INC. 
M.W. PARSONS, ree 55 ANN STREET NEW YORK, N. Y. 


This is a prepared quick-melting liquefying cream base. Contains no water. 
Can be tinted and needs only the addition of perfume to complete. 








ERTEL LABORATORY FILTER 
Suitable for Small Manufacturing 


@ This little wizard is the most economical Asbestos Disk 
Filter on the market. The liquid is forced through the filter 
and then into the receiving containers or bottles. Once 
you watch it operate ... once you 
see what it will do... you will appre- 


ciate the ingenuity embodied in it. 


NEW ERTEL CAPPER 


@ Designed for speed without operating cost 
... without wrist motion . . . without operator 


fatigue. 


This hand capper is simple in construction 


inexpensive to buy efficient in per cin teens case 


formance... fast... and positive in operation. 
‘ Also manufacturers of Asbestos Disk Fil- 
Get one and try it yourself. Comes complete Save. Chat Mines: Wieaiieal teste Clee 


with one chuck. Other size chucks easily inter- Sheets, Portable Mixers, and Portable 
Vacuum and Semi-Automatic Multiple 


changeable. Send sample of cap with order. Spout Vacuum Bottle Fillers. 


E RT c ENGINEERING CORPORATION 
ne steuee coe DEPT. F. 120 E. 16th St., New York, N. Y. 
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Sole Agents for United States and Canada: 


COMPAGNIE PARENTO, Inc. 
507 Fifth Ave., New York 


(Branches in principal cities) 


Distributors and Exporters 
of the finest— 


ESTABLISHED 1840 


New York ° 


Distributing depots: 






P.K. SHIPKOFF & CO. 4 


Kazanlik « Bulgaria 




















London ° 


Z€61 GALVYOdYOONI 





OWN DISTILLATION 


Always uniform and one 


quality only ~ the best 





Grasse Hamburg 


Paris 





American Soap Maker’s Guide (Meerbott & <n $7.50 
Basis of Light in Therapy (Dr. Herman Goodman) .. 5.00 


Chemical Formulary (Bennett), Vol. I.............. 6.00 
NS ee en Sa ee ecu ca pare i cries Je 6.00 
Chemistry of ae Oils and Artificial Perfumes 
(Parry), Vol. peotion .os00e SRD 
ik Bi hk 5 bo wig > bKi0 eee Wee eh olen io<oe use 
Condensed Chemical Dictionary, cloth bound........ 10.00 
CS EERIE PONT BS 12.00 
Cosmetics and Your Skin (Dr. Herman Goodman). . 1.50 
Cream of Beauty (H. S. Redgrove)................. 1.50 


Custom House Guide, 1935 Edition (7 Volumes in 1, 
including U. S. Customs Tariff, Customs Regula- 
tions, Revenue Act, Port Sections and general infor- 
Cis cpehent cakes bebe Khe hake dunn ak coe $10.00 
Monthly Supplement—American Import & Export 

RS Sie hi keine aah a ee res ahi . 

Cyclopedia of Perfumery, Vols. I and II (Parry).... 10.00 

Die Atherischen Ole (Gildermeister & Hoffman) 


ee ee OO ND nc enh eccsacene RM40.00 
Die Moderne Parfumerie (Mann-Winter) 
8 oie Sali taal NE me .RM24.00 


Flavouring Materials, Natural and Synthetic (Clarke) $3.00 
Formulaire de Parfumerie—Vol. 2 (Cerbelaud).... Fr.200,00 
Grundriss der Kosmetischen Chemie (Truttwin). . _RMB8.75 
Hair-Dyes and Hair-Dyeing (Redgrove & Foan). $2.00 
Handbuch der Gesamten Parfumerie und Kosmetik 


Sa RM84.00 
Handbuch der Kosmetischen Chemie (Truttwin) 
ee ee | RM36.00 


Hydrogenation of Organic Substances (Ellis). . s 
Industrial Chemistry of Fats and Waxes (Hilditch). . 6.00 
Le Livre du Parfumeur (Cola) in French...... ; _Fr.500,00 
Manual for the Essence Industry ee va ..+» $4.00 
Liquor Chapters Supplement ....... ictamcekwa ae 


ROBBINS PERFUMER CO., Inc. 






WE SUPPLY THESE BOOKS 


(Book Dept.) 


Manual of Industrial Chemistry (Rogers) 


Fifth Edition, Vols. 1 and 2 ..... , ... $13.00 
Manuel du Parfumeur—Vol. 1 (Cerbelaud).. bien aid Fr.150,00 
Modern Cosmetics (Chilson) .............-:0e+eee05 $6.00 
Modern Soaps, Candles and Glycerine (Lamborne).. 10.00 
PTET ere eo 5.00 
New Standard Formulary (Hiss & Ebert) .......... 6.00 
Non-Intoxicants (Nowak) .......ccsccssccccccccees 6.00 
Paint, Powder and Patches (H. S. Redgrove)..... 2.00 


Perfumes, Cosmetics and Soaps (Poucher) 
(New Edition in Preparation) 


Pharmaceutical Formulas, Vol. II ......... Ss 

Practical Flavoring Extract Maker (Kessler) ....... 4.00 
For Subscribers to “Spice Mill”.................. 3.00 

Rational Pharmaceutical Treatment of Common Skin 
Diseases (Dr. Herman Goodman) ...............- 5.00 


Record of Alcohol (H. W. Eddy) 
Cardboard covers, 100 pages . 
Cloth covers, 150 ruled pages 

Record of Specially Denatured Alcohol (H. W. Eddy) 
SE ricci iwbnesnneeceeeusanse 2.00 

Riechstoffe und Parfumierungstechnik (Winter) 


es a a ea hack hae wee ey . RM32.00 
Scent and All About It (H. S. Redgrove)............ $1.00 
Scientific American Cyclopedia of Formulas........ 5.50 
IR eink adeeb aises se ukeneynces << 7 
Spices and Condiments (H. S. Redgrove) ........... 4.50 


Twentieth Century Book of Recipes, Formulas and 


aed Rak 2 On ocala, i Ne gk os a oe A 4.00 
pee IL UEEEE inci es kccascvevereecs 15.00 
i RT, kevin head vie penien ey eee ean 5.00 


Prices quoted in foreign exchange subject to rate of exchange on day of receipt of order. Please remit with order, by N. Y. Draft, Money Order or Stamps to 


9 East 38th Street, New York City 


The 


American Perfumer 












E S SE NTIAL O IL S |QUALITY ¢ QUALITY ¢ QUALITY 
we have been supplying the A B O N i T A 


‘careful buyer B E A U 7 y 
for three score years: C O S M c T | C S 


Mee > CoO 


¢ 


Oil Bay | QUALITY 4 QUALITY + QUALITY 


Hand-Made Velvet Finish 
POWDER COMPACTS 


Hand-Made Velvet Finish 
ROUGE COMPACTS 


*Truly Indelible 
LIP STICKS 


Truly Indelible 
CREME ROUGE 


Eye Shadows 
EYEBROW PENCILS 


COSMETIQUE—( Mascara) 


FACE POWDERS IN BULK 
Abonita or your Formula 


ROUGE POWDERS 
Creme Rouge—Eye Shadow—in Bulk 


Bois de Rose Brazilian 
Cassia Redistilled U.S. P. 
Cananga Rectified 
Geranium African 
Geranium Bourbon 
Lemon Italian 

Orange Italian 
Peppermint Natural 
Peppermint Redistilled 


: *We have a Super-Quality Indelible 
Vanilla Beans Lip Sih 
We carry complete stocks of the various 
qualities, and will be happy to submit 
samples and quotations at your request. 


Every Product Highest Quality 
Purest Ingredients Fully Guaranteed 


Meee > CO e Keer pCO © Keer pCO 





Mere > CO e© Kee > CH © KHe E> CO © 


TAP-IT-PAC 
Tonka Beans Loose Powder Vanities Uf 


Patent Pending 
; ; : “The Loose Powder 
We cordially invite your inquiries. Coe Wane 6. 


Complaint’’ 


| TAP-IT-PAC 
| DISCS 


to Fit Your Own Cases—Your Brand. The Faultless Loose Powder Device 


= RTH R A. TILWELL Co. oes ¢ QUALITY ¢ QUALITY 
ae en |) ABONITA 


* IMPORTERS - EXPORTERS - MANUFACTURERS 


601 W. 26th ST. 350 N. CLARK ST. COMP AN y = INC. 
NEW YORK CHICAGO 31 Years of Quality Service to the 


“AN UNIMPAIRED RECORD SINCE 1878” | Manufacturing Trade 
| 24 to 30 So. Clinton St., Chicago, Ill. 
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fa ba 
BS RISE 


beet as 


eT ete) 


MADE in the U.S.A. 


“FALBA” Absorption Base is a highly 
concentrated product of oxycholes- 
terins, the active ingredient of Lano- 
line, without its sticky, greasy and 
draggy effect. When “FALBA” is used 
you are assured of 100% effect. Four- 
teen times as powerful as a good Lano- 
line. Practically odorless. 


Send for free booklet on 
FALBA (Absorption Base) 


PFALTZ & BAUER, wc. 


300 PEARL STREET NEW YORK CITY 
LOS ANGELES CHICAGO 


| msbac Ma a ON 


ee ee ee 


els Sl oe 


Wanufactucecs of Tse Chemis Py | ‘Pigment Coloes 
Ger elite Beret 


COLLOIDAL KAOLIN EXTRA WHITE 


for Powders, Dental Creams, Fine 
Soaps. 


COLLOIDAL KAOLIN for SUSPENSIONS 


makes gelatines, suspensions, 
emulsions. 


a SILICA (Si0.) 


60 gm. make 1000 cc. 


COLLOIDAL ALUMINIUM HYDROXIDE 


and other white bodies: 

Silicic Acid, Talc extra, Alumin- 
ium - Sodium - Silicate, Strontium 
Carbonate and Sulfate, Silicates 
of Aluminium, Calcium, Magne- 
sium, Gelatines of Aluminium, Ba- 
rium, Silicic Acid. 


MANUFACTURER: GIGNOUX & CO., LYON (FRANCE) 


Please address all inquiries to the agent: 


J. AUGUSTIN 


GABRIELENSTR. 4 
MUNCHEN (GERMANY) 


An Excellent Book 


on Flavors 


“TYLAVOURING Materials, 

Natural and Synthetic,” by 
A. Clarke, F.C.S., contains much 
practical data which the author 
has gathered from years of experi- 
ence in a chemical and technical 
capacity with the foodstuff and 


beverage trades. 


This is the most comprehensive 
book on the subject yet published. 
Twelve chapters, eleven illustra- 
tions, 166 pages, bound in cloth. 


Price $3.00 


ROBBINS PERFUMER COMPANY, INC. 
9 East 38th St. 


eneral Of . orks, and | atories 
ROSEBANK, STATEN ISLAND, NEW YORK, N. ¥ 
B ( 7: i Angele PST or tit: mee Ol at, San Fra 


New York | 
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Standard for 46 Years 


HE hidden secret of your suc- 

cess lies in the selection of a 
supplier who knows all grades of 
Talc and can offer without’ preju- 
dice. We will not betray confi- 
dences, but can and will advise. 
The acceptance of our judgment 
has resulted in outstanding success- 
ful merchandising of the more con- 
sistent quality types of Cosmetics. 


Whittaker, Clark & Daniels, Inc. 


IMPORTERS - MANUFACTURERS - EXPORTERS 
ESTABLISHED 1890 


260 West Broadway Telephone: WAlker 5-3750-1-2-3 New York City 





...106,500 square feet 
of SUPERFINE BEESWAX !! 










Visit our plant and convince yourself that we do produce a 100% sun-bleached beeswax. Our 
facilities include 142 bleaching racks, each 150 x 5 feet, enabling us to produce 70,000 pounds 





of K. K. pure beeswax per month. 


@ SUN-BLEACHED AND YELLOW BEESWAX 


SACVULAS 
KOSTER KEUNEN (3% 
NEW YORK 
IN THE MIDDLE WEST: WALTER H. JELLY & CO., Inc., 412-420 N. WESTERN AVENUE, CHICAGO, ILL. 
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BEEIWH 


T. L. BRAND + PURE WHITE 
Extra Quality ... U.S. P. and 100% Pure 


OVER 82 YEARS OF CONTINUOUS BUSINESS 
IN THE UNITED STATES—ESTABLISHED 1852 


THEODOR LEONHARD WAX CO., Inc. 
HALEDON, PATERSON, N. J. 


Long Distance Telephone: SHerwood 2-1444 


Western Distributor: A. C. DRURY & Co., Inc., 219 E. North Water St., Chicago, III. 
Full stocks carried by our Western Representative: ALBERT ALBEK, Inc. 
515 So. Fairfax Ave., Los Angeles, Cal., and 512 Washington St., San Francisco, Cal. 


‘EQUIPMENT IN STOCK 


—Ready for Immediate Shipment 


I—Day 15 gal. Pony Mixer with stainless steel can 
and blades, direct conn. to | h.p. motor. 
i—U. S. 18” Drum Filter. 
i—Kiefer 12” plate and frame bronze Filter Press. 
1—Sperry 12” 5-plate Aluminum Filter Press. 
- I—U. S. 2 spout Vacuum Filling Machine. 
a 1—Colton worm type Tube Filling Machine. 
5—Collapsible tube Closing Machines. 
5—Day Rapid Sifters No. | to No. 3, belt and motor 
drive. 
1—Day 000 Ointment Mill with force feed. 
1—Day 6” all bronze Ointment Mill. 
2—16” and 20” Schutz-O'Neill Pulverizers. 
I—Stokes & Smith motor driven Powder Filler. 
I—Stokes & Smith motor driven Powder Filler with 
conveyor. 
8—Stokes & Smith double unit Powder Fillers with 
conveyor tables. 
; 4—F. J. Stokes Powder Fillers, belt and motorized. 
No er No a. No. 115—*‘‘Globe”’ i—80 qt. Hobart 3-speed Mixer with 2 h.p. motor. 
oo 2 oe oe 3—80 qt. Read 3-speed Mixers, motor drive. 
1—Hobart 6 qt. 2-speed Mixer, motor drive. 
I—Read 8 qt. 2-speed Mixer, motor drive. 
Superfine hand-made bottles—stock de- I—Day 9 x 34” 3-roll water cooled Mill. 
signs or specially made to your own 4—J.H. Day dry powder Mixers—25, 50, 400, 2000 Ibs. 


specifications by a process which results Liquid Fillers, Filters, Glass Lined Tanks, Labeling 
in beautifully clear glass. Machines, Tube and Jar Fillers, Mills, Mixers. 


GLASS PRODUCTS co. Cash buyers of surplus equipment 
VINELAND, NEW JERSEY Send us your list 


NEW YORK 


L. A. Barber, 43 S. Portland Ave., Brooklyn, N. Y. | LOEB 5 UIPM ENT SUPPLY co 
| 
ATLANTA, GA | ns 


No. 32—‘‘Cleo Warven M. Curry, 2895 Peachtree St 


T dram only itiiiiiie 616 W. Lake St. (Tel. Monroe 5602) = Chicago, Ill. 


E. Marx & Co., 308 W. Washington St. 





Want a JOB? 


A few lines in our classified columns have helped 
to land many a job. And if you're on the Airing 
end, you should consider the same medium. 


CLASSIFIED ADVERTISING DEPT. The AMERICAN PERFUMER 
9 E. 38 ° NEW YORK ° A ROBBINS PUBLICATION 
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_ Ambergris Methyl 
Synthetic Lumps Naphthyl Ketone 


A product that has met with universal ap- 


proval by practically all perfumers who have 
experimented with it. of absolute purity 


Ambergris Synthetic Lumps have the unique 


property of preventing or overcoming the A basic aromatic chemical found to be most 


earthy odor often present in raw materials L . , 
: , useful for imparting a desirable orange 
used in face powders and allied products. 


, ; blossom odor. 
Write us for information how to prefix your 


face powder to overcome the above obijec- Write us for quotations and also for infor- 
tionable feature and to improve the perfume mation on other Vanillin Fabrik products. 
value of your products at a slight additional 


cost, 


Product of Product of 
P.R. DREYER INC. VANILLIN FABRIK 


P. R. DREYER Inc. 
12 EAST 19th STREET NEW YORK 


Los Angeles, Calif. New Orleans, La. St. Louis, Mo. Houston, Texas 
San Francisco, Calif. Chicago, III. Cincinnati, 0. Des Moines, Ia. 
Kansas City, Mo. Detroit, Mich. Baltimore, Md. Philadelphia, Pa. 
Canadian Representative: FLAVORS & AROMATICS SUPPLY CO., 68 King St. East, Toronto, Ont. 


This ester will pass the 
most exacting odor and 
flavor tests 


The Largest Makers of Butyric Ether in the World 
WAUWATOSA INCORPORATED 1882 WISCONSIN 
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DESCOLLONGES Freres 


LYON Founded 1904 PARIS 








tional reproduc- 






a A truly sens@ ; Priced 
1s 0 FL oR “ fume of the lilac er song 
Lib ” ‘ ro t interesting specialties 








: , sweet, . 
delightfully sw aaa of the mos 


‘ of the cee 
tion we believe this 15 


very low * 


. ever offered. ne 
_ bee oe Benj. French, ince. 


160 Fifth Ave., New York 









Chicago Office: 549 W. Randolph St. 







GUARANTEED FYERREADY 
RECONDITIONED MACHINERY Tn) 


PRICED FOR QUICK SALE ene 
Alsop Portable Vacuum Filling Machines Lae en C 0 N S 0 [| DATED 
FMC 5-Spout Nail Polish Vacuum Fillers ' , 
Kar! Kieter, Fowler and U.S. Gravity and Vacuum Filling Machines ser 


Karl Kiefer Visco Piston and Gear Type Fillers F R U | T J A R Cc O ° 


Pneumatic scale 8-spout SAMCO Vacuum Filler with automatic 
NEW BRUNSWICK N. J. 


single head screw capper 


Colton 6 C automatic Tube Filler, Closer and Clipper 
COLLAPSIBLE TUBES 




























Colton No. 4 worm type Tube Filler 

Stokes rotary gear and piston type Tube or Jar Fillers 

Day, Stokes, and Stokes & Smith Powder Fillers, semi- and all- 
automatic 

Sifters and Mixers, 25 Ib. to 2000 Ib. 

National, Ermold and World semi- and all-automatic Labelers 

Colton No. | Suppository Press 

W. & P. 100-gal. jacketed mixer with steam heated blades 

Steam Jacketed Kettles, in all metals up to 500 gal. 

Gaten ¥ Stokes Single Punch and Rotary Tablet Machines, '/.” 
° 2 

Quaker City "Jay Bee" Williams and Raymond Grinders & Pul- 
verizers 









































Karl Kiefer Monocell Filters 

Sperry, Johnson, Shriver Filter Press, 6” to 42” 

Cooms Gyratory and Rotex Sifters 

Devine Grinnell and Genrich Vacuum and Atmospheric Dryers 
FMC Straight Lined Rotary Syphon Fillers 

FMC Table Conveyors from 10 to 50 ft. 

FMC Portable Agitators, slow and high speed, '/ H.P. to 5 H.P. 
Glass Lined Tanks from 6 to 500 gal. 

FMC Tube Fillers, hand operated or motor driven 


CORK TOPS 














SPRINKLER TOPS 














DOSE CAPS 


“See First first’’ 
TIA ME Ee mg 


“We purchase your surplus equipment” 


SHEET METAL GOODS 


ESTABLISHED 1858 





’ 


Heavy Linen Fibre Filter Paper for Rapid Filtration 
of Large Quantities—Very Strong 
PACKED AS FOLLOWS: 














13 inch, 55 Ib. Bales 20 inch, 110 Ib. Bales 
15 inch, 55 Ib. Bales 24 inch, 55 lb. Bales 
18 inch, 55 Ib. Bales 26 inch, 55 lb. Bales 


32 inch, 55 lb. Bales 
Also folded—packed in cartons 
Free illustrated leaflet on request 


AUGUST GIESE & SON, 121 E. 24th St., N.Y.C. Folded Paper 






Bale of Filter Paper 
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CYCLAMAL 


Cyctamar is one of the most interesting discoveries in the line 
of perfume raw materials in the last thirty years. § It imparts to compounds a refreshing note unknown before 
Cyclamal was discovered. { It resembles Hydroxy Citronellal but instead of substituting this chemical, replaces 
a certain percentage of it. ‘ It is about five times stronger than Hydroxy Citronellal. ‘ Its use is indicated in 
the following odors, the proportions being tentatively suggested. 


Cyclamen 1 part Cyclamal to 5 parts Hydroxy 
Lily of the Valley - = —_ re 
Linden Ne 
Lilac JY, 2% of the whole compound 
Mimosa ; io. o = 
Honeysuckle 2% 
Fancy odors a% 
Cyclamal is a 100% pure chemical, powerful and of good fixing power, which is indicated by its boiling point 


of about 250°C. ‘It will not discolor even in soaps—where it may be used up to 10% of the perfume compound. 


Dp AROMATICS DIVISION 


Fe re mim DRUG CO. 


170 Varick Street, New York City @ 1220 W. Madison Street, Chicago, Ill. @ 907 Elliott Street, Windsor, Ont. 


THE COLTON CLOSURE WILL PAy You 


No more clips to buy No stops to replenish clip rolls 
No clip stock to carry 
No clip wastage No maintenance expense on 
0 clip corrosion automatic clipping heads 


Continuous production Better appearance 
Reduced overhead Added security to contents 


HE Colton Closure is a new method of sealing a 

collapsible tube, eliminating the clip entirely and 
giving a more decorative appearance with greater 
security to the contents. 


It is completely formed on the new Colton Automatic 
Tube Fillers by making the two usual double folds, 
making a third fold in the reverse direction, and then 
securing and giving more rigidity to the folds by 
corrugating the folded end. 


The Colton Closure is an investment which pays you 
dividends immediately, through savings in time, 
labor, and material. 


Write for a sample tube and full information on our 


new machines. iti 
etente 
U. S. Patent No. 1,125,773 


ARTHUR COLTON CO., Detroit, Mich. gaan og 


February, 1936 





WANTED— 


Sales Agents for Extra Accounts 


ALES representatives for raw materials, equipment and sup- 

ply houses, who are in a position to add one or more non- 
competing lines which they may sell to the same trade, are invited 
to write us in confidence with a view to establishing satisfactory 
connections. 


If you already represent one or more manufacturers selling to 
manufacturers of toilet preparations, please state lines you would 
like to add. Commission basis. 


Address in confidence 


The AMERICAN PERFUMER 


9 East 38th Street New York City 


MACHINERY 


— Write us if you do 
not find in these pages 
the type you seek. 


Information Department 


THE AMERICAN PERFUMER 
9 East 38th Street New York 
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BEESWAX tii iiieres 
and filtered 


THE finest beeswax, 












bleached to snowy whiteness and 
100% pure. The ideal base for 
really fine creams. Samples and 


quotations on request. 










Bleachers and Refiners of Beeswax : 

258 BROADWAY NEW YORK CITY A 

FRANK B. TRACY, 201 N. Wells Bldg., Chicago, Ill. : 

C. L. IORNS, 619 Clark Ave., St. Louis, Mo. : 

Beeswax Bleacheries and Refineries in Morris County, N. J. : 


SNOW FLAKE 


—_ 
| © 
| & 

oO 





Todd’s 
GERANIOL PURE 


has the rosy character of the 
last, lingering fragrance of 


dried rose petals. 





A. Mc. TODD COMPANY 
S. As 


KALAMAZOO MICHIGAN, U. 


Business Established in 1869 
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Always light in color, sweet in odor, and smooth in texture. 
Repeat orders of our Lanolin bring you the same fine quality 
that you received upon your initial requirement. 


Specify NIMCO, and put uniform quality in your product. 
A U.S.P. PRODUCT 


Write for samples on your business letterhead. 


N. |. MALMSTROM & CO. 


147 LOMBARDY STREET, BROOKLYN, N. Y. 


American Manufacturers or Established Importers 
Desiring Sales Agents in Principal Cities— 
Write to Us 


ANUFACTURERS of raw ma- 

terials, equipment and supplies, 
selling to the toilet preparations and 
allied trades who desire sales repre- 
sentatives in any of the principal cities 
of the United States are invited to 
write to us in confidence. 


We are in touch with sales repre- 
sentatives in the larger cities who now 


represent one or more manufacturers 
selling to our trades and who are in 
a position to add one or more non- 
competing accounts on a commission 
basis. If you write to us giving the 
cities or territories in which you wish 
to be represented, terms, etc., we will 
be glad to extend our services without 
charge to help you secure satisfactory 
representatives. 


Address in Confidence 


ROBBINS 
9 East 38th Street 


PERFUMER COMPANY, Inc. 


New York, N. Y. 


For the Best B OO k S 


on the Perfume and Allied Industries 


Consult 


BOOK DEPT. 


ROBBINS PERFUMER CO,, Inc. 
9 East 38th Street New York 
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Les PARFUMS 
de FRANCE 


The only publication edited in 
the World Center of the Floral 
production. Luxuriously edited 
and illustrated; published with 
English translation. 


Supplies all the news relating to: 


—cultivation of plants used in 
perfumery; selections, new types, 
hybrids; crop reports. . . 


—methods of obtaining natural 
perfumes, essential oils, their iso- 
lates, etc.... 


—findings of our research staffs 
in Grasse and Paris; studies of 
raw materials; new methods of 
analysis; new ways of detecting 
frauds... 


—suggestions for compounding ~ 
floral or bouquet odors; working 
of formulae, etc... . 


Subscription rate: 100 Francs 
Les Parfums de France 


51, Avenue Victor-Emmanuel III 


PARIS (8°) 
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| complete efficiency as that characteristic of 
| the larger models, permitting the building up 
























Rent or Buy 
THIS LABORATORY MODEL 


25-GALLON 
VISCOLIZER 


OMPACT and easily portable, this model 

VISCOLIZER is Cherry-Burrell’s accu- 
rate, efficient and widely useful answer to the 
demand by laboratory technicians for a ma- 
chine which would enable them to determine 
the benefits of viscolization as applied to a con- 
stantly widening range of liquid and semi- 
liquid products such as paper coatings, tooth- 
paste, cosmetics, paints, wax and _ liquid 
polishes, ete. When desired it may be rented 
for periods of thirty days or longer, the rental 
payments to be credited against the pur- 
chase price of the machine should you desire to 
keep it permanently. All parts and passages 
easily washed and sterilized. Has a very de- 
pendable drive mechanism which assures per- 
fect alignment of bearings and rods. And a 
Junior Duo-Visco Valve operates with the same 


of emulsifying pressures from 500 to 3,000 Ibs. 
Write at once for new illustrated bulletin. 


CHERRY-BURRELL CORPORATION 
427 West Randolph Street, CHICAGO 
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Exim ate your production problem the 


Carlova way. 


Supply us with your containers and labels, 
and we will fill and ship them on a cost-plus 
basis, affording you surprisingly low deliv- 
ered cost. 

We furnish you with fine tested products or 
we can make your own private formula if you 
prefer. The facilities of our plants at Mem- 
phis, Tenn., St. Louis, Mo., and Binghamton, 
N. Y., assure low freight costs. 


Our large-scale purchases and production 
methods enable us to offer unusually attrac- 


BRASIL 2% 
PERFUMISTA 
pS 


. 
6) 


—is the only publication 
devoted exclusively to the 
Toilet Goods, Perfume 
and Cosmetic Industry in 
Brazil. 


Official Organ for the 
Association of Brazilian 
Perfumers. 


Bs 
°G 








tive prices. 







Circulates in all South 
American Republics. 


Send for schedule of ad- 


vertising rates and sample 


copy. { 
Av. Rio Branco 9 P29 
Caixa Postal 2894 CE We 


Perfumes Brilliantine Hair Tonic 
Toilet Waters Nail Polish Taleum 


All Types All Types All Types 
of Creams of Lotions of Powders 


CARLOVA 


BINGHAMTON - 


LA PARFUMERIE MODERNE 


A Monthly Review Devoted To The 


















Rio De Janeiro, Brazil 





NEW YORK | 










Perfumery And Allied Industries 





FOUNDED 
- IN 1908 - 







La Parfumerie Moderne publishes the most com- 
plete Technical and Practical Articles on Essential 
Oils and Synthetics and their uses in Perfumery, 
Soaps, Drugs, etc. 












La Parfumerie Moderne publishes its principal 
articles in English and Spanish. 


SEND FOR SPECIMEN TO THE PUBLISHER 






LA PARFUMERIE MODERNE, 15 rue Constant, Lyon 3° (France) 
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problem? 
... consult ALSOP 


@ You will benefit by 
our many years’ experience 
in successfully solving thou- 
sands of similar problems. 


@ Our recommendations 
are based upon the most 
efficient method of doing 
your particular job — at 
the minimum cost. 


@ There is an exact size 

and type HY-SPEED Bottle 

Filler for any production 

requirements you may have 

on bottles, cans, or juqgs— 

—— 1 oz. to gallons. 
Large production Semi-Automatic 

Vacuum Filler for any size bottle, 


@ You may operate an 
can or jug, 1 oz. to gals. 7 op Y 


HY-SPEED machine in your 
own plant on a free trial 
period without any obliga- 
tion whatsoever. 





WE MANUFACTURE 


FILLERS TANKS 
MIXERS LABELERS 
FILTERS PUMPS 
RINSERS ! CONVEYORS 


@ Tell us about your 
problemn—NOW. 


Write for complete catalogue 


ALSOP ENGINEERING CORP. 


39 West 60th Street COlumbus 5-2686 New York, N. Y. 


THE maintenance of high quality in your 
creams depends upon the uniformity of the 
beeswax. WHB Beeswax is uniformly good, 
which means that every pound you order is as 
high in quality as the original sample. When 
ordering, specify WHB Super-Bleached 100% 
Pure White Beeswax. 


WRITE FOR A FREE SAMPLE BOX 













SYRACUSE * NEW YORK 


CHICAGO: Riviera Products Co., 215 W. Ohio St. 
BROOKLYN: L. A. Barber, 43 S. Portland Ave. 
DETROIT: J. L. Matthieu Sons, 239 Chalmers Ave. 
PITTSBURGH: J. C. Ackerman, 1230 Gulf Bldg. | 
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Quality! 


Our experience of over a third 
of a century in specializing in 
the manufacture of aromatics of 
the highest type is reflected in the 
quality of the following products. 
They have met with the accept- 
ance of the most critical users 
of perfuming materials. It 
will pay you to examine them. 


Rhodinol H. P. 
Geraniol H. P. 
Citronellol 
Linalool Extra 
Citral C. P. 
Amy! Salicylate 


Samples and quotations will 
be sent promptly upon request 
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VAN DYK & CO. 


Incorporated 1904 
Pioneer American Manufacturers of 


AROMATICS 


Executive Offices and Works: 


57 Wilkinson Ave., Jersey City, N. J. 









SHERWOOD e 


SHEROLATUM 


The Improved Petrolatum—Refined from 100% Pennsy]- 


vania Crude—all grades. 
MEDICOL 


Refined in all grades. 


KREMOL 


American white oil for cosmetic and pharmaceutical 


purposes. 
BRILLOL 


Special light white oil for brilliantines, etc. 


BRILLIANTINES 


Kremo! and Brillol, colored Red, Green, Amber or Plati- 
num; perfumed Rose, Carnation, Lilac or Jasmin. 


SHEROLINE 


Economical cleansing cream base. 


PURELINE 








Liquid Petrolatum U.S.P. 




















Liquefying cleansing cream base. 
























OOD 
SHE PY Peroleum Company 


INCORPORATED 
BUSH TERMINAL BLDG. No. 1 BROOKLYN, N. Y. 
Refinery—Warren, Pa. 


Refiners of WHITE MINERAL OILS and PETROLATUMS 


Stocks carried in principal cities 


REBUILT EQUIPMENT 


1—U.S. Bottlers 8-spout Siphon Bottle Filler. 

1—Alsop Portable Vacuum Filler, with A.C. motor. 

1—Karl Kiefer 4-spout tray type Vacuum Filler. 

1—Pneumatic Scale 11-spout Vacuum Filler. 
USED THREE WEEKS. 


1—U.S. Bottlers 22-spout Rotary Vacuum Filler. 
— Ermold and National semi-automatic La- 
elers. 

1—McDonald Weeks type Automatic Labeler. 

2—Karl Kiefer Rotary Visco Jar Fillers. 

1—Colton #10 worm type Filler for jars and cans. 

Tube Filling, Closing and Clipping Equipment. 

1—Eppenbach Colloid Mill, 10-15 gals. capacity. 

a five plate Disc Filters, one 12”, one 
18” dia. 

2—Karl Kiefer Disc Filters, #1 and #2 size. 

Dry Powder Sifters & Mixers, lab. size to 4000 Ib. cap. 

2—J. H. Day Emulsifiers, 24 and 50 gals. capacity. 

2—Powder Fillers, one Stokes and one Day make. 

1—J. H. Day 8 gal. motor driven Pony Mixer. 

a and multiple punch Tablet Machines, 1%” 
to 1144”. 

2—50 gallon Percolators. 

1—U.S. Bottlers 60-spout Rotary Bottle Rinser, with 
A.C. motor, Tex-rope drive. 

MISCELLANEOU S—Kettles, Drug Mills, Filter Presses, 


Grinders, Pulverizers, Mixers, Ointment Mills, Screens, Coating 
Pans, Dryers, Pumps, Boilers, etc. Send for latest printed list. 


WHAT HAVE YOU FOR SALE? SEND US YOUR LIST. 


Consolidated Products Company, in. 
14-15 Park Row < New York, N. Y. 


Warehouse and Shops: 335 Doremus Avenue, Newark, N. J. 
















































































































































































































CLASSIFIED ADVERTISEMENTS 


The rates for advertisements in this section are as follows: 
Business Opportunities, $1.00 per line per insertion; Situ- 


ations Wanted and Help Wanted, 50c per line per insertion. 


| Please send check with copy. Address all communications to 


THE AMERICAN PERFUMER, 9 East 38th St., New York 







BUSINESS OPPORTUNITIES 


AROMATIC Chemical Agency Wanted—Experienced, established, 
responsible house in Canada open to represent primary manufac- 
turer. Synthetics and specialties. Address B. O. No. 2201, The 
American Perfumer. 

COMPLETE make-up manufacturing outfit for sale reasonable. 
Ground colors sufficient for 100 gross lipsticks. Color mill, motor, 
molds and complete formulary. Address B. O. No. 2197, The Amer- 
ican Perfumer. 








SITUATIONS WANTED 


FLAVOR CHEMIST available. Highly experience], 
graduate. True fruit extracts, essential oils; modern 
flavors for all trades. Research, matching, supervision. 
S. W. No. 2196, The American Perfumer. 


University 
synthetic 


Address 


CHEMIST—Wide experience in manufacture, materials purchase, 
equipment, packaging. Quality creams, lotions, perfumes, powders, 
shaving and dental creams, pharmaceuticals. Complete modern 
formulary. Desires connection with alert manufacturer, needing 
intelligent production supervision or origination. Address S. W. 
No. 2198, The American Perfumer. 


CHEMIST—12 years’ experience cosmetics, perfumes, toothpaste. 
shaving cream, production and laboratory work, wishes full or part- 
time position. Address S. W. No. 2202, The American Perfumer. 


CHEMIST with 10 years’ experience and competent in the manu- 
facture of cosmetics and patent medicines seeks position with re- 
sponsible house. Address S. W. No. 2203, The American Perfumer. 


YOUNG MAN—Graduate chemist, experienced in laboratory, plant 
and supervisory ends of cosmetic manufacturing, desires position. 
Address S. W. No. 2204, The American Perfumer. 


SALESMAN—Young man, nine years’ general sales and merchan- 
dising experience, college graduate, wants to work for manufac- 
turer in toilet goods and cosmetic industry or accessory lines. New 
England resident, nominal salary required. Address S. W. No. 2206, 
The American Perfumer. 


HELP WANTED 


SALESMAN for a prominent line of Shampoo, Base and Shaving 
Cream in bulk. Address H. W. No. 2166, The American Perfumer. 


SALES MANAGER—Executive to take charge of private label de- 
partment of large wid-western manufacturer of Toilet Preparations, 
Soaps, Drug Specialties, ete. Only a man with previous managerial 
experience need apply. Requires proper contacts with chain and 
syndicate stores. Give full details of past experience. Replies con- 
fidential. Address H. W. No. 2199, The American Perfumer. 


REPRESENTATIVE wanted in Detroit with following in packaging 
field to represent long established manufacturer in collapsible tube 
and plastic bottle cap business; give references, particulars. Ad- 
dress H. W. No. 2200, The American Perfumer. 


SALES REPRESENTATIVE wanted for New York and Eastern 
territory to Chicago, by high grade, well established collapsible 
tube company. Excellent opportunity. Must have following in the 
trade. Will consider representative handling non-competing ac- 
counts. Write in confidence giving details of experience, present 


connections, etc. Address H. W. No. 2205, The American Perfumer. 
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| —— PRESERVATIVES 


S preservatives we offer the esters of parahydroxybenzoic acid under our brand names of 


TEGOSEPT M and TEGOSEPT P 


—the methyl and propyl esters respectively. 


We shall gladly make recommendations for the use of these preservatives in your preparations. 


Age eg ag TH. GOLDSCHMIDT CORP. 


153 WAVERLY PLACE * NEW YORK 


mr iT ERK ELSEN 


512 Washington St., San Francisco 


WORLD 
LABELER 


MOLDED CLOSURES 


Showing your products the way to increased sales 
is an easy matter with Terkelsen Molded Closures. 
The most flexible labeling machine. Easily Manufacturers have found that their high quality 
equipped for labeling any size bottle or finish and durable construction are appealing to the 
jar. Many exclusive mechanical features, buyers of cosmetics. 
developed by manufacturing experience Samples and prices upon request. 
of more than thirty-five years. seameeermntis 


Economic Machinery Company T ERKELSEN 


WORCESTER, MASS. | MACHINE CO. 


Makers of complete line of automatic and MOLDED PRODUCTS DIVISION 
semi-automatic labelers. 325 A STREET - BOSTON, MASS. 


HORN LABELS freshen up your 
package for greater sales 


DIE STAMPING S. : JOHN HORN, Labels 837 - 839 TENTH AVE. 


NEW YORK CITY, N. Y. 
FOR BOXMAKERS (Sample booklet of labels sent to RESPONSIBLE MANUFACTURERS) 
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A PUBLISHER | 


explains 


There are two points about the Indian & Eastern 
Druggist which should be understood. 


1. We did not acquire the paper 


merely because we must expand; 
in fact we were approached by 
the owners, as it appeared that 
the staff organisation and policy 
which was conducting the Manu- 
facturing Chemist could and must 
benefit this other old-established 
journal. With this we found our- 


selves in agreement. 


2. The Indian & Eastern Druggist 


in no way infringes on the field 
of the Manufacturing Chemist, 
which we own, any more than it 
covets the readers of the Chemist 
and Druggist or Pharmaceutical 
Journal which we do not (unfor- 
tunately) own. 


The |. & E.D. caters exclusively 
for the export market in manufac- 
tured Pharmaceutical, Toilet and 
Cosmetic products, the M.C. cov- 
ers the makers of these products, 
while the other two excellent 
journals cater for the home mar- 
ket, which is definitely not cov- 
ered by the Indian & Eastern 
Druggist. 


. It is hoped that the first explanation will prove that, 
while we grow naturally, we are not trying the “octopus 
stuff’; and 


2. That we are maintaining our policy of not publishing 
journals which merely duplicate existing properties. 


Issued by LEONARD HILL LIMITED, 17, STRATFORD PLACE, 
London, W.1. Telephone: Mayfair 7383 (Private Branch Exchange). 


Publishers of the 
INDIAN & EASTERN DRUGGIST 


and other Specialised Journals. 
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VANILLA BEANS 


For over 75 years the recognized 
source of supply 


“Look for the Symbol of Standardization’’ 


GUMS 


Arabic ‘Tragacanth Karaya 


All powdered gums standardized by 
Lahoratory Control 





THURSTON & BrAIDICH 


55 Vandam Street New York 





BUY IN CANADA, FOR YOUR 
CANADIAN TRADE 


Plain or Lithographed Tubes, of finest 


quality. Prompt delivery assured. 
ALUMINUM SCREW CAPS 
@ SHAVING stick Boxes, ETC. 


WE ALSO MOULD BAKELITE AND 
DUREZ CAPS FOR JARS AND TUBES 


COLLAPSIBLE TUBES 
& CONTAINERS, Ltd. 


TORONTO.... CANADA 
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Bottled or Bulk 


To the trade only—Man- 
ufacturers of Cosmetics, 
— Preparations. Lab- 
tories, Perfumers — 
way not add these valu- 
able items to your already 
established lines? 
ing specialists in 
these particular products, 
we are fully equipped te 
produce for you a com- 
pleted package or supply 
you in BULK with the * , 
following items, from a aa ’ Youn Bran? 


dram bottle to drum lots. : ; ne 
STANDARD ‘SHADES es p PAME HE 
I 






Will make any shade desired 
Nail Polish, Transparent 


- 
LasTine 





Platinum Tip Polish 

Gold Tip Polish 

Parisian Pastel Shades 

Nail Polish Remover 
Cuticle Remover—Cuticle Oil 





Samples and Estimates to Established 
Concerns. Address ‘‘Dept. AP-236,” 







AMERICAN BEAUTY 






Wale ky 1 
CO. Inc. 
MANUFACTURERS 


American Beauty Building 
1033 CLINTON STREET 








HOBOKEN, NEW JERSEY, U.S.A. 


PAPER BOXES 


J. Frank 


2961 ATLANTIC AVE. 
BROOKLYN, N. Y. 


APPLEGATE 7-3818 
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10 REASONS 


for TRADE-MARK 
REGISTRATION 


1 Registration is prima facie proof of 
ownership of the trade-mark. 












2 _~=sCORegistration grants to the owner the 
right to oppose infringing trade-mark ap- 
plications. 















3 Registration warns others having a 
search made of the Patent Office records of 
the existence of the registration. 


om experience of a quarter 


of a century in the selection and 














purchase of essential oils enables 


: 4 Registration grants the right to pre- 
us to draw from the best foreign 


vent the importation of foreign goods bear- 


sources of supply. ing the trade-mark. 




























Geranium, African and Bourbon 5 __ Registration gives the right to sue in- 


fringers in the Federal Courts irrespective 
of the citizenship of the parties or the 
amount involved. 







Lavender Fleurs, French 


Lavender, Spike Spanish 








Patchouly 
Sandalwood, East Indian 


Petitgrain, South American 









6 Registration presents the possibility 
of collecting treble damages for infringe- 
ment. 





Kananga, Java 7 Registration grants the right of a 


successful owner in a suit for infringement 
to demand the destruction of all infringing 
labels, packages and other printed matter 
carrying the infringing mark. 

















Bergamot 

Vetivert, Bourbon and Java 
Ylang Ylang, Bourbon 

& Registration requires the infringer to 


prove all costs in the event of a judgment 
for accounting. 





Our laboratories are constantly 
developing new perfume bases for 
extracts, toilet preparations and 
soaps. 














Q Registration grants to the owner the 
right to employ the words “Reg. U. S. Pat. 
Office.” 















We recommend at this time the 
popular floral notes such as 
Gardenia, Carnation, Lily of the 
Valley, Violet, Rose and Jasmin. 


LET US CREATE A NEW 
ODOR FOR YOUR LINE. 










10 Registration is a necessary prereq- 
uisite to registration in many foreign 
countries. 


PATENT and TRADE-MARK DEPT. 
The AMERICAN PERFUMER 


9 EAST 38TH STREET, NEW YORK 








119 W. 19th STREET 
NEW YORK 
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EVERY TIME She 
buys YOUR BRAND? 


BEEHIVE BRAND 
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CLASSIFIED ADVERTISEMENTS 


-PAGE 114 


OUR customers buy your cream for only one 

reason: They like it—they are convinced that 

it is pure and beneficial. If they should ever notice a 

change in it, there is always the danger of lost 
customers. 


That is why uniformity is so important. And for 
uniformity of product you must have uniformity of 
ingredients. 


Beehive Brand Beeswax is always the same—pure 
—white. Our own buyers select the finest grade of 
beeswax. It is again tested for purity and quality by 
our own skilled chemists. Then it is bleached—BY 
SUN AND AIR. This pure—and pure white—bees- 


wax has long been the base of many fine creams. 


If you want to improve the color and texture and 
uniformity of your beeswax-base products, write to- 
day for complete information. 
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WILL & BAUMER CANDLE CO., INC. 
Established 1855 


Buckley Road, Syracuse, New York 


SPERMACETI CERESINE YELLOW BEESWAX 
COMPOSITION WAXES RED OIL HYDISTEAR 
STEARIC ACID 


BEESWAX IS ALWAYS PURE — UNIFORM 
The American Perfumer 
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